Si Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


This month’s Advertisers Buying Guide 
covers the kind of equipment that is 
being offered, when to buy it—and when 
not to. 


A portfolio of gold medalists, chosen 
from art director shows all over the 
country 


AGHA 


SEE PAGE 4 





from ZAPF 


Here are two of the most recent faces from 
the deft, discerning hand of Europe’s leading 
type designer, Hermann Zapf: distinctive but 
without any precocity,. quietly authoritative. 


Zapf's latest letter: an exquisitely simple, strong 


yet sensitive sans-serif, with fine harmony and a 
subtle balance between thick and thin strokes. 


& 
ABCDEFGHIjklmnopaqrst 


Optima regular 


UVWXYZABcdefghijkim 


Italic, 8 to 48 point 


NOPQRSTUvwxyz12345 


Semi-bold, 8 to 48 point 


Please write for specimen sheets of 
these outstanding new typefaces. 


Melior 


Unusually versatile, with great individuality 
and strength in stroke and serif; suitable for 
fine reproduction in all printing methods. 


& 
ABCDEFGHijklmnopqr 


Melior regular, 6 to 60 point 


STUVWXYzabcdefghij 


Italic, 6 to 60 point 


KLMNOPOQOrstuvwxyza 


Semi-bold, 6 to 60 point 


BCDEFGHIJKImnopaqrstu 


Bold condensed, 12 small to 60 point 


AMSTERDAM CONTINENTAL TYPES & GRAPHIC EQUIPMENT, INC. 


268 Park Avenue South, New York 10, N.Y. 


SPring 7-4980 





Ss 


What makes ordering Hammermill 


Graphicopy Papers so easy ? 

















TAMMERMILL 
4 Sea PAK 


Or the Hammermill Graphicopy Paper 
Selection Guide. With this handy chart 
you simply (1) find your item on the com- 
plete list of papers for office printing 
and duplicating, (2) phone your nearby 
Hammermill supplier, (3) give him the 
Graphicopy stock number and the quantity 
you want. 

What number? 10-004, for example. 
That stands for Hammermill Bond, 81% x 
11, white, substance 20. No need to men- 
tion the grade, size, color or weight of the 
paper you want. Just the number. 


The time-saving HGPSG can be used 
as a wall chart or file folder. Ask your 
Hammermill supplier for your free copy, 
or attach the coupon below to your business 
letterhead and mail to the Hammermill 
Paper Co., 1469 East Lake Rd., Erie 6, Pa. 


(Tear out this coupon now and attach it to your business letterhead.) 


FREE—Hammermill Graphicopy Paper Selection Guide 
To: Hammermill Paper Co., 1469 E. Lake Rd., Erie 6, Pa. 
PLEASE SEND MY FREE HGPSG. 


Name 
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electrotyper (| 


Turn the key... wind up tight. ..then point his feet 
in the right direction. 

Well, maybe it worked in the old days; but, if you 
use your electrotyper that way now, you’re just not 
taking advantage of the many new directions that have 
opened up in the field of duplicate printing materials. 

Your local Rapid representative, for example, offers 
a full line of these materials—can advise you on the 
special advantages of each. For newspapers, should it 
be mats, plastic plates? . . . who uses stereos? 


irs ee 


For magazines, will Thermo-setting plastic plates do 
as good a job for you as electros? For four-color dupli- 
cates, how much time and money could you save by 
going to New Rapid Atlantictypes in etchable solid 
copper? 

Rapid offers them all, through local divisions in all 
major advertising centers. This means that your Rapid 
man has no axe to grind—can advise you impartially 
on the best direction for you. 


Call him in. But don’t aim him... use him! 


THE RAPID 


711 FIFTH AVENUE 


DIVISION OF 


ELECTROTYPE CO. 


NEW YORK 22. N. Y. 


RAPID-AMERICAN CORP. 


Northern Electrotype Co. 
41 Burroughs Ave. 
Detroit 2, Michigan 
TRinity 5-6780 


Rapid Electrotype Co. 

449 Statler Building 

Boston 16, Mass. 

HAncock 6-9665 

Atlantic Electrotype 
& Stereotype Co. Repid Electrotype Co. 

228 East 45th St. 243 North Juniper St 955 Front St. 

New York 17, N. Y. Philadelphia 7, Penn San Francisco 17, Calif. 

MUrray Hill 7-0900 LOcust 3-5902 DOuglas 2-8427 


MANUFACTURING THE FINEST QUALITY DUPLICATE PRINTING MATERIAL—NEWSPAPER MATS, PROOF MATS, R.0.P. COLOR MATS, THERMO- 
PLASTIC AND THERMO-SETTING PLASTIC PLATES, ELECTROTYPES, STEREOTYPES, BISTA PLATES, FOUR-COLOR RAPID ATLANTICTYPES. 


Rapid Electrotype Co. 
121 West Wacker Dr. 
Chicago, Ill 

DEarborn 2-2016 


Rapid Electrotype Co. 
McMicken at Race Ave 
Cincinnati 14, Ohio 
PArkway 1-3577 


Rapid Electrotype Co. 
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) Just Between Us... 


How Much for Ad Preparation? 


Jay M. Sharp, manager of general advertising of Aluminum Co. of America, 
said recently that many ads, especially those addressed to industry through 


business papers, are not prepared and produced to create the effective sales 
messages the manufacturer needs to have. 


He suggested that more money be spent on ad preparation, so that regard- 
less of a publication's rate the final result will be just as good in one 
medium as in another. He contrasted the treatment of advertisements in high- 


priced consumer media with that accorded material intended for less costly 
publications. 


It has always seemed to me that since design, artwork and production are 
the least expensive elements of advertising in the over-all cost picture, 
more money could profitably be spent to obtain the best results in each in- 
stance. Trying to save money on art, design and production tends to vitiate 
the effectiveness of advertising, and therefore represents poor economy. This 
applies both to publication ads and promotion effort in other forms. 


It is better, according to Mr. Sharp, to produce fewer ads, and have them 
sparkle because of good design, typography and layout, using them more than 
once, if necessary, than to turn out more ads which fail to measure up in 
interest and appearance, and therefore are unable to do the job which they 
were intended to accomplish. 


Penny-wise and pound-foolish can easily be the policy when there is skimp- 
ing anywhere along the line in ad preparation. It will be far more profitable 
to budget a larger amount for the design and production of advertising and 
promotion and get top-notch results than to try to hold down the expense in 
the mistaken notion that these costs should bear some specific percentage re- 
lationship to the total cost of the advertisement or promotion effort. 


RS. aid 


G. D. Crain Jr. 
Publisher 


June, 1961 ADVERTISING & SALES PROMOTION VOL. 9 No. 6 
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~ | Oo 
TWO HEADS 


Nae & 
Better than One? Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


Let’s Not Define Sales Promotion ...............+. 23 


The Sales Promotion Executive of the Year makes some 
provocative comments on the future of this field. 
Paul Martin 


The Government and Sales Promotion 


The Assistant Secretary of Commerce outlines the attitude of 
the new administration towards sales promotion. 
Hickman Price Jr. 


Publicity as a Sales Promotion Tool ..... 


When introducing new products, publicity can be a useful 
We think so. That’s why we addition to advertising and sales promotion alike. Lou Edman 
purchased the display division 
of Heinz Manufacturing Co. in 
Elwood, Indiana. We wanted to 
add their knowledge of display 
design and manufacture to our 
own for the benefit of our cus- 
tomers as well as theirs. 


Thoughts on Creativity ....... mile iece ae wera 


A few random thoughts culled from a provocative speech. 


B. B. Goldner 


Sales Promotion to Help the Retailer . eee 


How Johnson & Johnson promoted the sales of its products by 


Designing displays is an in- helping the retailer operate more efficiently. J. G. Hansen 


creasingly exacting business. Re- : 
tailers are demanding better ap- : Can Point-of-Purchase Justify Itself? ..... 
: A large user of p.o.p. wonders whether users shouldn't take a 
: good look at this important medium. J. K. Duncan 


pearance as well as more produc- 
tive use of the space in their stores. 
Advertisers must meet these re- 
quirements if they expect their 


displays to be used. Industrial Sales Promotion Can be Exciting ......... 


How Cutler-Hammer developed a program to introduce a new 
product to builders and home-buyers alike. G. A. Rauch 


By combining Heinz design staff 
with our own, we have greatly 
increased the fund of knowledge 
and skill that can be applied to 
our customer’s display problems. 
Personnel and special equipment 
from Heinz manufacturing de- 
partment have also added versa- 
tility and efficiency to our produc- 
tion facilities. 


Direct Mail in Sales Promotion . ae 


{ man who has won many awards in direct mail outlines 
some of the benefits of this powerful medium. Earle Buckley 


How Campbell Evaluates Sales Promotion .........-.- 


Here are the eight steps that Campbell Soup Co. takes to find 


’ out if a promotion is worthwhile. Harry A. Carter 
Why not consult us the next rei 


time you have a display problem ? 
Let us show you why two heads 
are better than one. 


A Checklist for Promotion Evaluation .........++++: 
Kenyon & Eckhardt keeps a careful record of the effective- 
ness of its promotions. Milton Margolis 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY AND SHELBY STREETS 
INDIANAPOLIS, INDIANA 


Magufacturers and Designers of Displays from 
Wire in combination with other materials 
since 1945. 
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How to Pack Ice for the Tropics pan eile awn ae « 
Shipping three tons of glacial ice from the Arctic Circle to 
the Equator is a challenge to the packagers. 

Francois Pasquallini 


Small Office Presses ..........2+00-- 
The advantages, as well as the limitations, of in-plant depart- 
ments are spelled out in this Advertisers Buying Guide. 


Ed Sachs 
Is Your Layout Way Out? . 


1 leading art director deplores some of the fads and cliches 
that sweep the advertising world from time to time. 


Allen F. Hurlburt 


How U. S. Lines Achieved Quality with Steel Engraving ..... 
The first of our Printing of Merit series presents an unusual 
specimen of fine printing that did a special job. 

Ted Sanchagrin 


Why ‘‘Road Builder’’ Shifted to Offset from Letterpress .... 
{ business magazine editor explains his reasons for changing 
processes. James 7. Jenkins Jr. 


For Better Inquiry Handling: Centralization & Mechanization . 
It doesn’t pay to ignore inquiries. Here’s how A. B. Dick 
turned to new machines and new methods to make the most 
of its leads. 


ee GN i a wks 0 0994S Ve wren owes 
Our annual portfolio presents gold medalists from art direc- 
tors shows from clubs all over the country. 


How Monsanto Buys an Exhibit a Week ................ 
Even if you don’t buy as many exhibits as Monsanto, you can 
profit by the lessons and habits it has developed. 

Mildred it ‘etler 


How to Sell the Memo Set ..... 2.2.2... cece ecccveves 
4n unusual ar has succeeded in building loyalty in a 
special market for a Texas department store. Thea Flaum 


DEPARTMENTS 


Art & Photography 

Audio & Visual Aids 

Direct Advertising 

Graphic Arts 

Packaging & Labeling 

Premiums, Prizes & Special- 
ties 

Shows & Exhibits 

Signs & Displays 

Buyers Guide & Advertisers’ 
Index 


REGULAR FEATURES 
Books for Admen 


Coming Conventions 
Competitions to Enter 
The Editor’s Notebook 
Film Review 

Idea Album 

Just Between Us 
Next Month in AR 
Promotion Almanac 
Readers Write 

AR Reprints 


Sales Promotion News 





Hour 
Salesmen 


Capitalize on America’s 
interest in Temperature 
with OHIO advertising 
Thermometers! 


ML 


“rm im in si IT 


Hundreds of advertisers 
are using the tremendous 
sales-power of Ohio Ther- 
mometers. Here is a com- 
plete line of standard and 
custom models: tube and 
dial... 4” to 39”... . wall, 
desk and window types... 
for inside and outside. 
You'll see an Ohio Ther- 
mometer somewhere today. 
Let it remind you to send 
for your catalog. 


OHIO advertising 
THERMOMETERS 


The Ohio Thermometer Company 
19 Walnut Street 
Springfield, Ohio 
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FROM 


IT’S 


HAUMAGR APH 


The name that means 
fine lithography, rofogravure 


and silk screen 


FOR 


the unusual in printing 

on paper, cloth or vinyl. 

Qur Research and Development Department 
is a phone call away 

fo solve your problems 


WRITE 


for our brochure “The Kaumagraph Story” 
. . . Of have our representative call on you, 


Specialty Printers since 1902 


HAUITIAGRAPH COMPANY 


wilmington 99, delaware 
olympia 4-2461 


Offices: Boston, Chicago, Greensboro, 
Philadelphia and New York 
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The Editor's 


VP 
= Dane 


Hooray for Sales Promotion Men! 


Notebook 


Convention that is fun to attend 
is often difficult to report. 


There is a peculiar thing about 
conventions. The better they are, 
the harder they are to set down in 
a meaningful fashion in the pages 
of a magazine. 

Even the convention that consists 
wholly of oral speeches, with no 
visuals, with no slides or movies, 
cannot be reported completely by 
reprinting the talks. For many of 
the rewards of attending a conven- 
tion are the exchanges of informa- 
tion that take place in the corridors, 
before and after the formal talks, 
around the luncheon and dinner 
tables, and even (in certain places 
and at certain times) over alcoholic 
drinks of uncertain strength. 

But when a conference program 
is designed with a high degree of 
audience participation, with off-the- 
cuff panel discussions, of free- 
wheeling debate, it is particularly 
hard to transfer to cold print. And 
this is true of the fourth conference 
of the Sales Promotion Executives 
Assn., held in Philadelphia the last 
week of April. It went on in the 
rooms as well as out of them. And 
even in the meetings, there was 
comparatively little that was routine 
and predictable. So this is the im- 
pression of the two of us from 
A&SP who tried to cover what hap- 
pened in Philadelphia in 3% days. 
Some of it turned into articles, and 
those you can read in later pages 
of this issue. But what we will try 
to bring you here is a series of im- 
pressions. 


>» First of all — sales promotion 
people are nice people. Of all the 
professional groups with which we 
come into contact, there are few 
as stimulating, as imaginative, as 
creative as this. When two sales 
promotion men come into contact, 
sparks fly. There are some who 


seeeeeeeeeenenne PUPEEEEEOOOEREEOUCEDEEOEETOREROSOSOOCOEERREGOOORRROENOOORORRERONDS 


claim that this occurs only because 
both have heads of iron, but this 
is not a commonly held opinion. 
Mcst people, and especially sales 
promotion people, insist that the 
sparks are evidence of electricity. 
This is our opinion, in spite of a few 
exceptions. 

First of all, this is a good place 
to measure the growth and develop- 
ment of the national organization 
as a whole. In Philadelphia there 
were representatives of most chap- 
ters, from Portland, Oregon, to the 
west and Brussels, Belgium, in the 
other direction. At a special meeting 
of chapter presidents, it was possible 
to get an idea of the steady, if un- 
spectacular, growth of SPEA. In 
most cities, the chapters are 
stronger, they have been doing 
more, they have been’ growing 
larger. In a few the growth has been 
in quality rather than in quantity, 
but this kind of growth is often the 


To the Winner . . . Paul Martin, sales 
promotion executive of the year, gets his 
award from Bob Konikow, managing edi- 
tor of A&SP. Reasons for Mr. Martin’s 
winning were detailed in our May issue. 


teveeeene VUPEUEEEOOUUUEEEEEUEODUSEEEODCOOEREEOCUEREEROUCOUREEENESOORERNERHOON OREN OS 


Display typefaces in this issue: 23, 25, 29, 33, 51, 56, 93, 117, 118—Tempo Bold; 
43—Tempo Black Italic; 64—Bodoni Bold Italic; 74——Futura Bold Condensed & Clip- 
book; 78—Bodoni Black Italic; 84—-Tempo Heavy Condensed; 100—-Tempo Heavy 
Italic & Craw Clarendon; 102—Handlettering; 111—Hellenic Wide; 120—Mistral & 


Pick-up lettering 





“let’s get out of the tall grass and onto the green” 


... Ad man’s lingo for conjuring up an idea that will 
really work. Certainly it makes good sense to think along 
those same lines when purchasing paper. The specific 
job you have at hand demands a paper that will meet all 
your exacting requirements ...a paper that points up 


your personal brand of skill and experience. 


Fraser printing papers get you onto the green... 


FRASER PAPER, LIMITED 


SALES OFFICES: NEW YORK, CHICAGO ® MILLS: MADAWASKA, MAINE 
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TALENTED 
ARTISTS 
USE 
CRESCENT .. . 


ILLUSTRATION BOARD 
CHARCOAL BOARD 
BRISTOL BOARD 
T.V. BOARD 
COLORED DRAWING BOARD 
WATER COLOR BOARD 
MAT BOARD 


see your Crescent quality dealer... 


CRESCENT 
CARDBOARD 
COMPANY 


roe Pret -eea edit lel 0S ee 
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basis for a rapid increase in simple 
numbers. 

One interesting facet is the num- 
ber of chapters that are becoming 
respected and recognized members 
of their communities, although the 
techniques used vary widely. The 
Delaware Valley chapter, for ex- 
ample, has contributed its services 
and its specialized skills to its 
United Fund. Others have worked 
with students; Detroit, for example, 
has more than 35 student members. 

Chapters are finding that their own 
membership gives them strength. 
Los Angeles reported on a very in- 
teresting clinic. When any member 
has a problem in sales promotion, 
he can call upon a panel of fellow- 
members, usually from non-com- 
petitive industries, who will sit 
down for an hour or two and come 
up with a bunch of suggestions, 
many of them helpful. New York 
is developing a quarterly awards 
program, some of whose winners 
have been reported earlier. Chicago 
expects to post brief descriptions of 
sales promotion programs for judg- 
ing and finally, for semi-annual 
award. 

Other chapters are working on 
plans for seminars and workshops. 
Following its successful day-long 
workshop last fall, Chicago is 
beginning to lay plans for another 
one, and other midwest chapters 
expect to join in, or to sponsor 
their own. New York, after drop- 
ping them from its plans for a year, 
expects to schedule a series of 
special workshop meetings this 
coming year. 


> Some of the most interesting ses- 
sions are almost impossible to de- 
scribe. This was true of a demon- 
stration of the dynamics of promo- 
tion planning, conducted under the 
leadership of Hugh Gyllenhaal, 
Management Development Associ- 
ates. This took up all of Wednesday 
afternoon and most of Thursday 
morning. 

It worked like this. Each partici- 
pant was assigned to a group of 
eight, who sat together around a 
separate table. After some general 
discussion on the techniques of cre- 
ating, a sales promotion problem, 
involving a new product, was passed 
out. This was in the form of a two- 
page mimeographed sheet, which 
went into some detail. 

Each group had perhaps two 
hours to develop a plan for this 
product, involving objectives, budg- 
ets, time tables, and so forth. Its 
final report was written by hand by 
a member of the group on two pa- 
per plates, which were run off over- 


night, so that the next morning 
copies were available for all. 

At this session, each plan was 
evaluated against the others, a cri- 
tique of methods was given, and a 
final winner was selected from 
among the previous day’s entries. 

But the program wasn’t confined 
to this double session. After the first 
meeting, during and after that 
night’s banquet, the next morning 
at breakfast, friends who had been 
in different groups argued, dis- 
cussed, exchanged opinions. While 
the problem was not accepted by 
everybody with equal enthusiasm, 
the technique was almost universal- 
ly accepted as an exciting way of 
developing thinking and an excit- 
ing addition to a convention. It was 
a realistic way of finding out how 
other people think, of doing the next 
best thing to spending a week in 
close observation of sales promotion 
men at work. 


> High spot of the convention for 
me, personally, was the opportunity 
to present the A&SP plaque to the 
Sales Promotion Executive of the 
Year, who was, as all readers of our 
May issue know, Paul Martin of the 
Philadelphia Daily News. Since the 
full story appeared as a feature last 
month, there is no point in going in- 
to it here again. 

To sum up, this was an exciting 
and rewarding conference. The gen- 
eral impression was that every sales 
promotion man who attended came 
away with some new ideas, some 
inspiration, some additional re- 
sources on which he can draw dur- 
ing the coming year. Most partici- 
pants went away enthusiastic, proud 
of their organization and satisfied 
with their investment in time and 
money, looking forward to New 
York in 1962. 44 


COMPETITIONS 


for you 


TO ENTER 


JUNE 


Annual Reports 
Sponsored by Financial World, 17 Bat- 
tery Place, New York 4. Best annual re- 
ports of the year; submit 4 copies. 
Closes June 1 


Speciality Awards 
Sponsored by Advertising Specialty 
Natl. Assn., 1145 19th St.. NW, Wash- 
ington. Outstanding use of specialties in 
business promotion. 
Closes June 1 


AUGUST 


Miles Kimball Awards 
Sponsored by Mail Advertising Service 
Assn. Intl., 135 W. Wells St.. Milwau- 





kee 3, Wis. Highest honor in direct 
mail advertising for those who have 
produced outstanding direct mail or 
otherwise influenced the industry. Send 
nominations to Elias Roos, Chairman 
Judging Committee. 

Closes Aug. 1 (tentative) 


Flexible Packaging 
Sponsored by Natl. Flexible Packaging 
Assn., 850 Euclid Av., Cleveland, O. 
Open to NFPA members producing 
flexible packages. 
Closes Aug. 1 (tentative) 


*1961 Direct Mail Leaders Hall of Fame 
Sponsored by Direct Mail Advertising 
Assn., 230 Park Ave., New York, N.Y. 
Three major awards for best campaigns 
submitted. 

Cleses August 1 


SEPTEMBER 


Package Designs 
Sponsored by Variety Store Merchan- 
diser Publications, 419 Park Av., South, 
Vew York 16. Best counter merchandis- 
ing package designs produced for use in 

variety stores. 
Closes Sept. 1 


PIA Awards 

Sponsored by Miller Printing Machinery 
Co., 1117 Reedsdale St., Pittsburgh 33; 
Printing Industry of America, 5728 Con- 
necticut Av., NW, Washington 15. Best 
self-advertising by printers and _ lithog- 
raphers in past year. 

Closes Sept. 29 (tentative) 


ADCC Art Awards 
Sponsored by Art Directors Club of 
Chicago, 6 E. Lake St., 
Awards for Mid-America 
and editorial art. 


Chicago 1. 
advertising 


Closes Sept. (tentative) 


Promotion 
Almanac 


Sept. 1-Oct. 31 
Fall Cleaning Time .. . sponsored by 
by Church & Dwight Co., 70 Pine St., 
Ne. Bs 


Sept. 1-30 


Home Sweet Home Month . . . sponsored 
by Church & Dwight Co., 70 Pint St., 


I'm going to open the meeting with 
a motion that we adjourn. 


Justiry To Fit 


Compose Easily 
TUCK WORDS UNDER 


198 


SUPERIGR NUMERALS 


NBL 
reverses 


accent 


| Produce 
drop 
shadows 


‘ 


Fo 


JUSTIFY 


CENTER 
CENTER 


COMPOSE MORE 
THAN ONE LINE 
ON A STRIP 


Print | elect 
ligatures | efficient 
andiacog 
‘cee 


au 
fi 


Look what the Typro can do! 


(and this is just a sample) 


The Friden Typro is a precision 
photo composing machine that 
does more lettering and headline 
jobs than any other machine of its 
kind. You can have 15 fonts in 
the machine at one time (from a 
choice of 1800, in 6 to 144 point), 
and you change fonts in an instant. 
Composing operation is simple: 
just dial and expose. The perfectly 
aligned characters—even whole 
words or logotypes—come out ra- 


zor-sharp and ready for paste-up. 


Why not find out how one can fit 
into your organization? Talk to 
your Friden Man. Or write: 
Friden, Inc., San Leandro, Calif. 
THIS IS PRACTIMATION: 
automation so hand in hand with 
practicality there can be no other 


word for it. 


riden 


Sales, Service and Instruction Throughout the U.S. and World 
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Youth Month . . . sponsored by Senior 
League of U.S.A... 520 Taft Bldg., 
Hollywood 28, Cal. 
{meric an W ool Month athe? a sponsored 
by Woolens and Worsteds of America, 
c/o Doris Taplinger Associates, 1 E. 
42nd St., N. Y. 17 
More Milk for The Weekend . . . spon- 
sored by America Dairy Assn., 20 N. 
: . Wacker Dr., Chicago 
a abe National Better Breakfast Month .. . 
S G =~ sponsored by Cereal Institute Inc., 136 
SCH) = al aa S. LaSalle St., Chicago 3 
Ice Cream Reminder Time . . . spon- 
sored by American Dairy Assn., 20 N. 
Wacker Dr., Chicago 
Protein Bread Sales Month . . . spon- 
sored by Natl. Bread Sales Months, 111 
N. Marion St., Oak Park, Il. 
4merican Home Lighting Fixture Month 
... Sponsored by American Home Light- 
ing Institute, 360 N. Michigan Avy., Chi- 
cago ] 


Sept. 1-10 
Vational Make It Y ourself With Wool 


Week . . . sponsored by the American 
Wool Council, 520 Railway Exchange 
Bldg., Denver 2, Colo. 


Sept. 3 
rd . ~ a Laber Day 
rN 4 ee . = Sept. 4-Nov. 23 
>a ‘ J United Community Campaigns of Ameri- 
m ca... sponsored by United Community 


Funds, Councils of America Inc., 345 
E. 46th St., N. ¥ 


Sept. 5-11 


Back-To-Work Week . . . sponsored by 
Church & Dwight Co., 70 Pine St., 
N. 2. 


Sept. 6-13 
Vational Child Safety V ae spon- 
sored by American Safety League, 6 N. 
Main St., Plaistow, N. H. 


A Promotion with Personality 


Here's the story of how a personality, like 
Debbie Reynolds, can be used to promote a 


well-rounded line of merchandise Sept. 10-16 


Constitution Week . . . sponsored by the 
Natl. Society Daughters of the American 
Revolution, 1776 D St.. NW, Washington 


Match Books : 250-Line Offset 
An ABG Feature A Printing of Merit 


The humble match- Feature 
book, common, inex- 
pensive, is a respect- 
able tool of sales 
Promotion, and 
should rarely be over- 
looked in planning. 


Sept. 11 
Rosh Hashana 


Sept. 15-24 


International Tuna Week . . . sponsored 
by International Tuna Fish Assn., 
Tokyo: c/o Theodore R. Sills & Co. 39 
S. LaSalle St., Chicago 3 


A business magazine 
insert, which uses a 
very fine screen in 
full-color lithography, 
is traced through its 
history. 


Sept. 17 


| Am An American Day ... (Presiden- 
tial Proclamation) 


Sept. 18 


Vational Chiropractic Day . . . spon- 
sored by Natl. Chiropractic Assn., Na- 
tional Bldg., Webster City, Ia. 


< Sept. 18-24 
Vational Sweater Week . . . sponsored 
by Natl. Knitted Outerwear Assn., 386 
tth Av., N. Y. 16 


What We Can Learn 
About Point-of-Purchase 
From the Brewers 


Sept. 20 
Yom Kippur ... (Day of Atonement) 


Sept. 23 
Kids Day ... sponsored by Kiwanis In- 
ternational, 520 N. Michigan Av., Chi- 
cago 11 


Brewers are heavy and consistent 
users of p.o.p., and their expe- 


Sept. 23 


{merican Indian Day 


rience is worth considerable study. 
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Sept. 24 
Gold Star Mothers Day . . | sponsored 
by American Gold Star Mothers Inc.. 
2128 Leroy Place, NW, Washington 8 
Sept. 24-30 
National Dog Week . . . sponsored by 
Natl. Dog Week Assn., 2517 S. Michi- 


gan Av., Chicago 16 


Coming 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 
“These entries have been added or altered 
since “The AR Sales Promotion Almanac 
for 1961.” 


JUNE 


5-9 . . . Society of the Plastics Industry 
Inc., (250 Park Av. N. Y. 17), Nat'l 
Plastics Exposition and SPI Plastics Conf., 
Commodore and Coliseum, N. Y. 


*7-8 .. . 6th Annual Circulation Seminar 
for Business Publicaions (% Adv. Pubns. 
Inc., 200 E. Illinois St.. Chicago 11). 
Pick-Congress, Chicago. 


*12-14 .. . Technical Assn. of the Graph- 
ic Arts (Box 3064, Federal Sta., Rochester 
4, N. Y.), Deshler-Hilton, Columbus 


18-24 .. . Intl. Design Conf. in Aspen, 
(Burton Cherry & Associates, 1020 Rush 
St., Chicago 11), Jerome, Aspen, Colo. 


19-21 . . . American Marketing Assn.. 
(27 E. Monroe St., Chicago), Ambassador, 
Los Angeles 


24-26 (tentative) .. . MASA Intl. Con- 
ference, (Mail Adv. Service Assn., 622 5th 
St., NW, Washington 1) Deauville, France 


25-29 . . . Natl. Assn. of Display Indus- 
tries, (Hotel Governor Clinton, 3lst at 
7th, N. Y.), Conrad Hilton, Chicago 


*25-29 . . . American Academy of Ad- 
vertising (Y% Babson Inst., Babson Park, 
Mass.), Univ. of Washington, Seattle 


JULY 


*22-25 . . . Natl. Audio-Visual Assn. 
(Fairfax, Va.), Morrison, Chicago 


30-Aug. 4 . . . Professional Photographers 
of America, (152 W. Wisconsin Av., Mil 
waukee 3), Statler, N. Y. 


AUGUST 


*6-12 .. . 1961 Annual Public Relations 
Institute, (Public Relations Society of 
{merica & Cornell University). Cornell 
campus, Ithaca, N.Y 


6-9 . . . Intl. Assn. of Printing House 
Craftsmen (Gradie Oakes. Process Color 
Plate Co.. 1200 W. Monroe St., Chicago 
7), Palmer House, Chicago 


23-29 . . . Advertising Specialty National 
{ssn., (1145 19th St.. NW, Washington). 


Palmer House, Chicago 


*28-Sept. 1 . . . Educators’ Conference 
(Tecnifax Corp., 195 Appleton St., Holy- 
oke, Mass.) Holyoke, Mass. 


visual power! 


FORTUNA* 


for specimen sheets write 


on your letterhead to: 


tT Bauer Alphabets, Inc. 


305 East 45th Street 
New York 17 + MU 6-1761-2-3 


*FORMERLY KNOWN AS “FORTUNE” 


DAY OR NIGHT 


YOU ARE 
SELLING 


24 HOURS WITH 


Litho or screen process... 
Any shape, size or type... 
Plain or reflectorized ... 
Volume production 


ROBERTSON SIGN COMPANY 


15 N. LOWRY AVENUE © SPRINGFIELD, OHIO 
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IS NEE) 
IN ANY QUANTITY 


Vertical 
Banners 


Give your sales message a 
new twist with outdoor ver- 
tical banners that fit any 
size pole or light standard 
With or without re-usable 
hardware. 


Horizontal Banners 


Help your dealers cash in on national ad 
vertising and promotion with outdoor ban 
ners that identify their store as the place 


to buy 
~~ 


IT, 


Flag Pennants 


Add your emblem and message to these out 
door display favorites. Cloth or plastic 

n any color. Ask about the only pennants 
ever made that carry an unconditional 2 
month guarantee against weather damage 


Cloth Letter-Banners 


Display any message, for any occasion so it 
e seen a country mile. Big 13” x 19” 
in brilliant fluorescent or reg 
ors. One banner or 1,000 shipped 
ready to put up 

WE HAVE STOCK DISPLAYS TOO! 
- Our new 20-page catalog is 
filled with stock outdoor dis 
plays that can help sell prac 
tically any product, service, 
Campaign or idea. Write for 

your free copy today 
THE PRATT POSTER CO. 
Printcraft Bidg. © Indianapolis 4, Ind. 


| Marcle 


nl 
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Smashed Envelopes 


@ We read with considerable in- 
terest your article “A New Way to 
Make Envelopes”. (see AR, Feb. p. 
110) 

Being envelope manufacturers and 
converters of fine stationery led us 
to read the article with care. As a 
result we raise the following ques- 
tion: Did the Hess Envelope Co. 
manage to run all 120,000 of the 
pre-addressed envelopes without a 
single smash in the operation? If 
there were no smashes and each 
preprinted envelope ran, hats off to 
Hesse! 


We think we may have the an- 
swer, but would appreciate it if you 
could clarify in Readers Write. 

Matcotm J. GESNER 

Vice President in charge of Man- 

ufacturing, Whiting 

Co., Holyoke, Mass. 


Stationery 


(Caught without our perspicacity, 
we sent off a letter to Moore Busi- 
ness Forms and received word from 
Sales Promotion Manager E. S. 
Bright, that spoilage or smashing 
of the 120,000 A. Harris envelopes, 
converted for Moore Business forms, 
amounted to 3,500. These were sent 
to the customer along with 5,000 
formed, unaddressed envelopes for 
typed addressing. The 3,500 figure 
was less than 5% . a good record 
in this kind of operation . . . Ed.) 


Stock Photos 


@ Frankly, we’re embarrassed. 
We're regular readers as well as ad- 
vertisers in Ap REQUIREMENTS and 
have found the editorial pages of 
the magazine as interesting and as 
accurate in content as the ads it 
carries are accurate in its claims. 
What we’re embarrassed about is 
the recent article on stock photos 
(see AR, March, p. 94) and the 
deviation from accuracy which oc- 
curred in the listing of sources. The 
article was excellent. It was inform- 
ative, straight forward and made 
for easy reading. The illustrations 
for the article were superb and 
among them was a beautiful pic- 
torial properly credited to UPI. 
The listing of sources is another 
matter. Among the organizations 
listed was United Press Newspic- 
tures, 461 Eighth Av., New York. 


I find it difficult to understand how 
a picture can be credited to UPI on 
one page (and two pages of UPI 
Commercial Photography Div. ad- 
vertisement elsewhere in the book) 
and no United Press International 
listing among the sources. 


United Press Newspictures ceased 
to exist in May, 1958, when United 
Press and International News con- 
solidated. The 461 Eighth Av. ad- 
dress became obsolete in June, 1960, 
when United Press International 
moved its library of more than 5,- 
000,000 negatives and prints and its 
entire staff to the Daily News Bldg., 
220 E. 42nd St., New York 17. 

For the sake of accuracy and 
UPI’s Commercial Photography 
Div., we would appreciate your call- 
ing the above to the attention of 
your more than 21,000 (an accurate 
approximation?) loyal readers. 

Roy MEHLMAN 

United Press International, Com- 

mercial Photography Div., News 

Bldg, 220 E. 42nd St., New York 

17 


PR Rebuttal 


e Thank you for publishing my Do- 
It-Yourself Public Relations Kit 
(see AR, March, p.7) which I used 
to illustrate a talk I delivered at an 
Institute on Public Relations staged 
by the Department of Finance, city 
of New York. 

I would like to take this oppor- 
tunity to correct a misunderstand- 
ing. In your article you state that 
“Public Relations is getting to be a 
routine matter, if one is to believe 
Albert Millet, New York PR man.” 
I didn’t say it and I am sorry if my 
kit conveyed that impression. 

Any program of public relations 
will fall flat on its face unless it is 
designed to meet the specific needs 
and the specific goals of the client 
for which it was planned. In my 
long experience as a public relations 
counselor in many fields, I have yet 
to find two clients who could use the 
same program — or even a similar 
program. 

Even my kit was designed to meet 
a specific need — to simplify the 
subject of public relations in terms 
of the interests of tax collectors 
employed by the city of New York. 
I doubt if the same kit, as present- 





HAIL A SHOW-STOPPING 
IDENTITY IN LABEL PAPER 


Labels printed on Newton 
Falls’ new WhiteMost paper 
stop the show on the market 
shelf—cold! The brilliant 
high-whiteness of WhiteMost 
is deftly coated one side for 
double duty — to please the 
most critical buyer of label 
paper ...to stop and show 
the shopper. Hail the arrival 
of WhiteMost! It beautifully 
sets the stage for sales- 
winning color, art and 
package design. 


NEWTON FALLS PAPER MILL, INC. 
330 West 42nd Street 
New York 36, N.Y. 


MILL AT NEWTON FALLS, NEW YORK 
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LF Whimsical 
\. = Window 
wa™ Valance 


Er 


DEA NO. 191 
Minnesota Paints, Inc., Minneap- 
olis, puts its name and trademark 
into action in dealers’ windows with 
this clever 3-piece display kit. Col- 
orfully silk-screened on Kleen-Stik 
Clear Acetate, they form a versa- 
tile arrangement for any size win- 
dow. Easy peel-and-press applica- 
tion gets "em up without moisture 
or glue for long-lasting brand 
“eye-dentification.”” Ad Mgr. Walt 
Erickson and Asst. Sales Mgr. 
Hal Hoialmen worked with Jack 
Bernie, Pres. of Process Displays 
Co., Minneapolis, and his Sales 
Mgr., Jim Franklin, for the slick 
silk screening. 


" GET IT UP...KEEP IT UP...WITH KLEEN-STIK 


WORLD'S MOST VERSATILE 
GCELF-STIK-ing ADHESIVE 


139 


‘dn il 


Praise for Pontiac 

Somewhat like moviedom’s “‘Oscar’”’ 
is the Motor Trend “Car of the 
Year” award. Proud 1961 winner 
the Tempest, new front-engine, 
rear-transmission car by Pontiac. 
To capitalize on the honor, their 
advertising agency, MacManus, 
John & Adams, designed this smart 
inside-the-windshield sticker of 
Kleen-Stik Clear Acetate. Goes 
on neat and easy . . . sticks tight 
even on curved glass surface. Acct. 
Exec. Jack Stuart set it up with 
Phil Uridge, Jr., of P. J. Uridge 
Printing Co. in Detroit, for de luxe 
production by silk screen and letter- 
press! 


"dn itd33ay* 


Clear Acetate is only one of 
28 Kleen-Stik self-sticking 
stocks that create outstand- 
ing displays and labels. For 
complete information, sam- 
ples, and ideas, see your reg- 
ular printing source ... or 
write us direct. 


MILS-N3SBS3TM HLIM* 


7300 West Wilson Avenve 
Chicago 31, filineis 
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ly constituted, would meet the 
needs of any other organization un- 
less it were changed to meet its own 
requirements. It merely suggests a 
method. 

Your article also states in refer- 
ring to the Dept. of Finance that 
“nobody, but nobody, needs public 
relations more.” It might have been 
more charitable for you to have said 
that “nobody, but nobody, likes to 
pay taxes.” That is why employes of 
the department are faced with the 
most challenging problems of human 
relations in the field of public serv- 
ice. 

Their recent Institute on Public 
Relations, which was attended by 
supervisors from all five counties 
comprising the city of New York, 
should indicate that they are deep- 
ly conscious of their responsibilities 
to the public and that they are 
actively engaged in promoting bet- 
ter public relations. 

ALBERT MILLET 

Public Relations, New York 


One Clear Voice 


e I found your article “Gimmicks 
Can Build Your Booth Attendance,” 
by P. K. Thomajan (see AR, March, 
p. 127) a rather sad commentary on 
trade shows today. 

The gimmicks described are, with 
but five exceptions, all calculated to 
draw prospects’ attention away from 
the display. 

I think you'll agree that there is 
only one good reason to invest 
money in a trade show — to present 
the product line to a relatively large 
group of prospects in the presence 
of trained sales personnel. The op- 
portunity to demonstrate, to explain, 
to answer questions, to create a 
rapport with prospects — a large 
number of prospects — is unparal- 
leled by any other form of promo- 
tion. 

At best, most trade show exhibits 
are only adequately manned. Why, 
then, spend a lot of time and energy 
(to say nothing of money) on 
drumming up a lot of bodies that 
may or may not be valid prospects? 


> I grant the power of special at- 
tractions — especially in product 
lines that are highly competitive. 
But can’t we concentrate on ideas 
that relate to our products? 
Without exception, there is news 
about products, services, and pro- 
motion programs that will be wel- 
comed by prospects. If this in- 
gredient isn’t present, then firms 
would do well to stay the heck off 
the exhibit floor and confine their 


gimmicks to pulling pals in the 
trade into hospitality rooms. 

As long as I’m on the subject — 
exhibits, too, could benefit by this 
“stick to the subject” advice. Too 
many exhibitors lose sight of the 
fact that a display — like a well- 
planned ad — should sell an idea. 
Once this concept is grasped and 
carried out, the need for “unrelated” 
gimmicks is gone. Attention-getting 
attractions, or gimmicks, can be tied 
directly into the basic selling idea. 

. What’s more important, these 
ideas are pertinent. 

It has been my experience that 
an exhibit that carries important 
news to the trade will be most 
successful if it is merchandised like 
an ad. Send advance notice to pros- 
pects either by advertising in trade 
media, or by mail. Tell prospects 
what is going to be shown to them 
at the show. Show them during the 
exhibit; then follow up the show 
with letters to those in attendance, 
reminding them of what they saw, 
how it applies to their business, and 
finally, outline how they can take 
advantage of it by purchasing the 
product. 


> Please, gentlemen, let us crusade 
for better exhibits — not fancier 
gimmicks. Let us train ourselves to 
relate our products to our prospects’ 
needs in no uncertain terms. The 
fact that we need “gimmicks” is 
proof positive that we aren’t doing 
the job properly. To the prospect, 
nothing sounds sweeter than the an- 
swer to his problem. Your product 
may be that answer, but you'll 
have to give it a fighting chance. 
Rosert E. DupEN 
Chapin-Damm Advertising, Sac- 
ramento, Cal. 


In Case of Fire 


e Congratulations to Mr. Fogel for 
the advance plans outlined in his 
fine article, “In Case of Fire.” (See 
AR, March, p. 29). 

It should be pointed out it would 
not be possible to do all these things 
if the company’s records (mailing 
lists, orders, quotations, accounts 
receivable, etc.) were destroyed in 
the fire. 

Good business management pro- 
vides for the protection of these 
vital records in modern insulated 
fire-resistive files or safes. With 
these records available after the fire, 
many of the suggestions could be 
followed. Without them you are in 
trouble. 

W.E. Buiattr 

Advertising Manager, Meilink 

Steel Safe Co., Toledo, Ohio 
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price is given, each sells for 25c. In lots of 10 of 
any one reprint, the price is 20c each; lots of 50 


or more, 15¢ each; lots of 100 or more, 12!'/2¢ 
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New This Month 


336 Photography that Gets Publicity — by Frank G. M. Corbin 
There no secret to getting your picture sed by editor 
334 U. S. Packaging Breaks Through the Iron Curtain 
— by Peter Schladermund: 
How American designers helped a Polish prod 
332 Stock Photos — by Ed Sachs 
An ABG te how and why to use stock photos and where to get then 
331 How to Keep pen nip Aware — by Lou Stipe 


Ar 2 company used redesign to put new life into its bullet 


Advertising Specialties 


317 What Johnson's Wax Gives for Christmas — by William R. Gerler 
How one company gets full identification with Christmas specialties 
314 How an Agency Picks Specialties — by Carl S. Auerbach 
Esso offers its dealers a complete program of specialties 
307 A Basic Guide to Specialty Advertising 
What every adman should know about this mediurr a Best of AR feature 
291 This is the Specialty Industry — by Robert B. Konikow 
A guide to the buying of specialties 
283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 


A basic guide to the ethics and techniques of company gift giving 
Art 


256 How to Buy Graphic Arts Materials — by Donald Davis 


A guide to help graphi 


236 A Code of Ethics for Art 


Exhibits 


325 Meet MeCormick Place — by Robert B. Konikow 
eC features, facts, and figures on Chicago's 
315 A Low-Cost ‘Exhibit with High Pulling-Power 


How a magazi d a bright idea instead of money t 


309 105 Ulcer Reducers for Exhibitors 
A Best of AR feature, this i 
280 100 Suggestions . Extibtvers 


ecklist of helpful hints for conventions and trade show 


S$ a practica hecklist fer exhibit users 


265 The Magic City 
A Georgia bank devised an unusual exhibit : to tell its story 
250 How Traveling Exhibits Build Good Will — ov Mildred Weiler 
w Southwestern Bell Telephone handles 
192 Exhibit Photos — uate to Put Them to Work 
How a number of exhibitors use photos of their trade st 
191 How to Get More from Your Trade Show Dollars 
— by William S. Orkin 
on building traffic and planning follow-through for your exhit 
178 The Grenten Importance of Fairs as an Advertising Medium 
ee a James — 
Fairs have becor a product sho 
146 How to Get the Most Benefit from Trade Shows 


Excerpts from Monsanto ~xhibit 


display unit 
OWS 


e and 3 
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External Publications 


328 An External Is An Automatic Salesman — by Alfred J. O’Brien Jr. 


How 0 Tyson uses its house organ as a sales toc 


292 When an Agency ge an External 


ne tory of an ind rial house organ edited by an agency 
267 mene Finds Solution to Tourist Promotion Problem 


ness for competitors Disneyland 


Premiums 


326 Coins and Tokens — by — Macon 
Advertisers Buy juide en how to 

312 Do's and Don'ts for Premium ners 

Best of AR article gives practical suggestions to impr use of pr fr 
295 What Lies Aheed for Premium Buyers — by fumes. M. C. Tighe 

A survey of premium men foresees some changes in buying pract 
272 Overseas Premiums Can Add Glamour to your Promotion 
— by William = hg sg 


Drop-shipping prerr rT from abroad has some adva Dd 
251 The Basic Promiomes — by ie =. Davidson 


“ 50 year ms shows which have constar 





Publicity & Promotion 


329 The Saies Promotion Man: A Self-Portrait — by Robert B. Konikow 
The SPEA survey gives an accurate profile of the sales promotion man 
327 Pinpointing Promotion to a Specialized Target — by Stan Matthew 
Promotions tailored to the Negro market 
324 How to Use Traveling Girls for Promotion — by Al Bernsohn 
Here's how attractive young ladies can gather lots of publicity 
316 How Public Relations Can Increase Sales — by James B. Strenski 
A good p.r. program can make definite contributions to increased volume 
300 A Special Report on the 1960 Sales Promotion Conference (50c) 
The Sales Promotion Man — The Coming Man in Management — by Dick Brown 
How to Sell Sales Promotion to Management — by Stanley Arnold 
Sales Promotion — Part of Honeywell Management — by Robert B. Konikow 
Sales Promotion Sells More than Advertising — by Robert M. Graham 
How Sales Promotion Sells Supermarket Space — by Richard B. Dingfelder 
How Sales Promotion Sells Houses — by Walter J. Stroud 
297 How to Introduce a New Automobile — by Haviland F. Reves 
Oldsmobile serves as an example of one of industry’s most spectacular promotions 
283 How to Buy Your Business Christmas Giits — by Robert B. Konikow 
A basic guide to the ethics and techniques of company gift-giving 
278 The Johnson Story (50c) 
Three irticles: examine the sales promotion activity of this leading manufacturer 


of outboard motors 


277 The Mayflower Story — by Edward L. Van Riper 
A public service program that turned out to be excellent public relations 

274 The Sales Promotion Executive of the Year 
About Ken Duncan, winner of the AR-SPEA award, and his winning campaign 
271 How to Get your Film Shown on TV -— by Jim Atkins 


A news editor gives some practical advice on film preparation 
268 Barnyard at the Waldorf — by Russel K. Cren 


The Story of Pfizer’s press show, which installed live animals in a hotel 

247 How Basketball Built a Company Name — by W. F. Walker 
An official of Vickers Petroleum tells how basketball built brand recognition 
185 How to Handle Relations with Radio, Television & Newsreels — 


by William G. Cox 
A guide to an effective publicity program for audio and visual media 
180 Getting the Most from Publicity Photos — by Leo Solomon 


»me practical hints on producing photographs that win space 


Television & Radio 


308 A Basic Guide to Television Commercials 


The Best of AR Series covers the problems of the tv commercial 


Reprint Editor, Advertising & Sales Promotion 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 
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IN SALES 
PROMOTION 


BY 


TROPHY CO. 


a 


CUSTOM DESIGNED 


PTE 


Oris 
me 


eee ae 
RCN CU hae 
CMC aed 
eur a weer 

brand name opens 

the doors to a 

variety of sales 
promotion and 

PUES bey 
opportunities 


Created and designed 
mr lam lie) 


Etched Plaque For U. S$. 
Royal Dealer Recognition Program 


VT Var 


68 Brook Ave., North Plainfield, N. J. 


Please send FREE brochure including suggestions 
on how to design a Promotional Trophy. 


Name. 


Firm 


City 


Zone State 
A&SP61 
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WHAT'S NEW 
IN SALES 
PROMOTION 


Slate of Officers 
Elected for Next Year 


Joel Harnett, Asst. to the Pub- 
lisher, Look, was elected to a 
second term as SPEA president at 
an election held during the Phila- 
delphia conference. 

Supporting Mr. Harnett were 
Stanley Goodman, Grayson-Robin- 
son Stores, N.Y., elected to the 
newly-created post of First Vice 
President. The three regional vice 
presidencies were filled by Richard 
McEntyre, Mobil Oil Co. Los 
A. O. Dietrich, Brown 
Division, Minneapolis-Honeywell, 
Philadelphia; and J. K. Duncan, S. 
C. Johnson & Son Inc., Racine, Wis. 

Reelected to two-year terms were 
William Becker, Robilt Inc., Lake- 
wood, N. J., secretary, and Victor 
Dell Aquila, Railway Express 
Agency, N.Y., treasurer. 44 


Schlosser Outlines Keys 
to Complete Promotions 


Lyman Schlosser, sales promotion 
manager, California Packing Corp., 
more widely known, perhaps, under 
its trademark Del Monte, listed 
seven factors necessary to a com- 
plete campaign, in a talk delivered 
at a meeting of the San Francisco 
chapter. 


1. A merchandisable idea . . an 
idea that will appeal to both the 
consumer and the retailer; 

2. A well-informed selling team 
- - able to answer any questions or 


objections that might come up on 
their first interview; 

3. A well-informed trade .. 
buyers informed on what you are 
doing to help them move your mer- 
chandise; 


4. Consumer advertising .. a 
combination of the media that reach 
your best potential customers, and 
advertising that is designed to de- 
velop retailer and consumer action; 


5. Merchandising . . tie the pack- 
age in with display material and ad 
mats that carry the ad theme right 
to the point of sale; 


6. Selling tools . . give your sales- 
men enough tools to do the job but 
make sure they add their own per- 
sonality to the sales presentation; 


7. Evaluate your efforts . . learn 
from each campaign in order to bet- 
ter the next 44 


Hudak Tells Twin Cities 
About Open Houses 


George M. Hudak, Hudak Print- 
ing Co., told the Minneapolis-St. 
Paul group about his open house 
experiences, and gave them 11 rules 
for making it a more effective de- 
vice. 


1. Work as far ahead as possible. 


2. Check your calendar for con- 
flicting events and activities (open- 
ing day of fishing season or baseball 
season, for example). 


3. Play up social aspects, if prac- 
tical. 


COUUPOEEEEODUEOOEEEEOUOUREEREHOOOUOEEEEOOOESRREONOROEREONS CUOUREEAOOCCOEEEEUOCEERENOEOUERENEOUORORHONOORORENRORORRERRES peveeeneeneuee POOROOEORCCEEEHOCUOOHOEREREOORS ' 


“,..and I say...” 


¢ If you operate today the way you 
did 24 months ago, you are on the 


way to bankruptcy. 


© It’s not what you know; 


it's what 


you remember to use. 


ick Remsie, v.p. sale 
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WoopbBINE DuPLEX—A different color on each side to design 
with ...to dramatize your message or product! Direct mail 
and insert advertising achieve economical 3-color effects 
with one color printing and simple die-cuts and folds 


THE APPLETON COATED PAPER COMPANY 





WOODBINE Duplex — Book 


and Bristol weights in colors 


to dramatize every season— 


every product: — 


Orange and Fawn 
Goldenrod and Primrose 
Turquoise and India 
Tan and Lime 
Pith? a Foueral Selling Finth Gray and Rose 
Eye arresting color effects treated 
with unusual folds, trims and die-cuts 


There’s no limit to the clever, eye catching color effects 
you can create with WoopBINE Duplex Enamel because 
a single sheet has a different, yet harmonious color 
coating on each side! Unusual folds, trims and die-cuts ee a a 
create two and three color effects—take on an exciting Sete sen et a 
new dimension—have far, far more attention impact and bold hues evelleble: — 
and eye appeal. There’s practically no limit to its 
applications. WoopsinE Duplex is available in Book 
and Bristol weights and prints equally well by Offset 
or Letterpress. Wonderful imagination and idea starter 
for direct mail folders, programs, special announce- lia + tid 
ments and 1001 other everyday printing jobs to set eiiaiitile. ae i 

them apart from the commonplace. , Poa ee 

. Ivory 


Emerald and Green 
Suntan and White 
Green and White 
Canary and White 
Blue and White 


eo PNavavun om 


. Orange 7. Turquoise 
. Canary 8. Fawn 

. Goldenrod 9. India 

. Green 10. Tan 


You actually save money with WoopsInE Duplex (2- 
colors) or WoopBrNE Colored Enamel (1-color) papers. 
They cost just a fraction more than comparable white 
papers yet give you the added impact—and results—of 
two and three-color printing with the economy of one- 
color press runs. How can you miss? Be sure to profit 
from the added colors of Woopsine Duplex or Woop- 
BINE Colored Enamel on your next printing job. 





THE APPLETON COATED 
PAPER COMPANY 


Appleton » Wisconsin 
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4. Send out announcements ten 
days before the event. Follow up by 
telephone three days before and 


finally, the day before the event. IDEAS... 

5. Always use name tags. ,. LUEAS . a 

6. For an informal event, cold foods j | diana ata 

are easiest to handle. IDEAS | a4 hee ee 
7. If it is a primarily male au- | Sei ‘ 
dience, be sure food is substantial. | Get ’em while 


they're hot... . . ONE 
8. Use a Polaroid camera, and be NEW 1961 : | 
sure to get everybody on film. CATALOG 


in Full Color 
10. If you want entertainment, con- | Yours Without Obligation! Write For It Today. 
sider using your own people. 


11. A printed program is a must. See the newest concept nN 
Mr. Hudak showed the courage | 

of his convictions by inviting the | OUTDOOR 

chapter members to his own com- 


pany’s open house, scheduled only BAY ! F ¥ EE tS 


ten days later than his talk. 44 


9. Have a guest register. 





Powerful attention getters specially designed for 
Two Chapters Honored rugged outdoor use... More styles... New fabrics.. 


“i New applications s eciall treated for ever climate 
for Chapter Activity PP puree y 
MORE VARIETIES THAN EVER BEFORE! 
The Detroit and the Delware 
Valley chapters were honored dur- 


: . se E. ag St., 
ing the conference for outstanding HOLLYWOOD BANNERS Y. 16, N. Y. 
performance on behalf of SPEA and ORegon 34796 
sales promotion in general. Detroit, 

in the category for chapters of over 
75 members, was honored for its 
dramatic reactivation during the 
past year, and for its development 
of an associate member category. 

The Delaware Valley chapter, 
covering the Philadelphia area, was 
recognized in the small chapter 
category, for its initiative in acting 
as host chapter, and for acting as 
sales promotion advisor to the 
United Fund of the Delaware Val- 
ley. 

The awards, presented by Sales 
Management in honor of the late 
Raymond Bill, and named after him, 
were presented this year for the 
first time. a4 
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Brussels: June 


du Centre 
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¢ 
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Dallas-Ft. Worth: 

my’s Town H 

Dallas | 
Detroit: June 22, 6:30; Sheraton-Cadil 

= ora WZ 
Milwaukee: June 1, 6; Knickerbocker . ‘ = 
N.Y.: June 21; noon; Sheraton-Eas 

Phila: June 

Phoenix: June 

San Francisco: 

Francis 
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YOUR DISPLAYS 


wit MOT/ON 


and for your 
ANIMATED DISPLAYS 


SERIES FB 

En losed Heli al r% 

gear motor -low : 
cost, quiet oper- ‘ 

ation. a 3 


Write for details 


CL) VUE-MORE TURNTABLES 
() BREVEL MOTORS 


VUE-MORE CORPORATION 
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Books for 
Admen 


© A Book of Type and Design, by 
Oldrich Hlavska, for SNTL, pub- 
lishers of Technical Literature, 
Prague, and Tudor Publishing 
House, New York, 496 pages, $12.50 

. Those of us who love typefaces 
have no right to sneer at bird 
watchers. To the outsider who has 
never appreciated the beauty of 
Scritto Verticale or the roundness 
of Pro Arte, we must appear to be 
the strangest of loonies. 

Yet much of the history of man’s 
growth in appreciation of artistic 
work is recorded in his choice of 
typefaces. And when you see an in- 
ternational collection such as this 
one, some of the recent history of 
our times makes a little more sense. 
A nation that follows madmen to 
destruction often recorded its his- 
tory in type that was what a mad- 
man would pick. 

This is a wonderful collection and 
it should be rewarding to the read- 
er who has seen other collections of 
this sort. This one seems to be a 
little more comprehensive than the 
rest, not as limited to the German, 
English and American faces as some 
of the others. E.S. 


e Bacon’s Publicity Checker, 1961 
edition; published by Bacon’s Clip- 
ping Bureau, 14 E. Jackson Blvd., 
Chicago 4, 368 pages, $25. . . This 
annual, now in its 9th edition, is one 
of the most useful guides to any- 
body submitting editorial material 
to magazines in the United States 
and Canada. It lists 3,646 publica- 
tions, in 99 market groups, giving 
name, address, editor, frequency 
and date of issue, circulation and a 

code which lists material used. 
Revision supplements are sched- 
uled for February, May and August 
gummed so they may be stripped in 
over the changed listing. A copy of 
the book will be sent on approva’ 
R.B.K. 


@ Lee Direct Visual Control 
Streamlined Copy-Fitting Hand- 
book, Arthur B, Lee, Arthur B. Lee 
& Associates, 22 W. 45th St., New 
York 36, 32 pages, $4.95 ... A 32- 
page handbook which features 280 
complete alphabet showings of most- 
in-demand Linotype, Intertype and 


Monotype faces in all available sizes 
up to 18 point. A handy-sized gage 
is included and eureka!, you can be 
your own copy fitter faster than you 
ean say Lee Direct Visual Control 
Streamlined Copy-Fitting Hand- 
book. 

Says the author: “Because most 
copy-fitting problems require mul- 
tiplying and dividing to get answers, 
this is usually where much time is 
lost. Not so with Streamlined Copy 
Fitting. Simplified computation 
tables in the back of the book give 
you answers to all multiplication 
and division problems at a glance.” 

Who are we to say anything nega- 
tive about this work when the man 
in the next office who gives us or- 
ders uses it every month as we pre- 
pare this publication for the printer? 

E.S. 


e Phrase and Word Origins, by Al- 
fred H. Holt; Dower Publications, 
N.Y., 251 pages, $1.35 .. . Here’s a 
great little work. In it are such 
gems as: 


e Brawl comes from a British 
dance of that name; 


e Hallmark comes from the Gold- 
smith’s Co., which in 1721 estab- 
lished at their Hall an official mark 
for gold and silver articles they 
tested; 


e Mind your p’s and q’s goes back 
to the days of handset type when 
compositors had to read letters up- 
side down, (the letters not the com- 
positors) and had to be specially 
careful of p’s and q’s. 


The first edition of this work is 
out-of-print so be sure to latch on- 
to this one. E.S. 


© Employee Communications in 
Action, by Robert Newcomb and 
Marg Sammons; Harper & Brothers, 
New York. 338 pages, $5.75 . . . Two 
experts in this field give their all 
in explaining why the field exists, 
what can be done about it, and how 
to do it. 

There are two ways of looking at 
a book like this. One is to say it is 
good to have information like this 
in black and white, between covers 
of a book, not so much to learn 
from but to use as an authority. 

The other is to question the need 
of a book that says two plus two 
equals four most of the time and 
ignores the fact that human rela- 
tions in the employer/employe 
context are quite complex and de- 
serve more than a superficial treat- 
ment. E.S. 





Meeting 
production 


deadlines 


Each Wednesday night Emery picks up galley proofs of TV Guide in Radnor, Pa., and delivers them to 
TV Guide offices in Boston, Cleveland, Chicago, and Detroit. Corrections are teletyped in to Radnor 
right up to press time. The magazine is laid out on Monday and goes to press Friday night. ‘To meet 
this tough deadline TV Guide picked Emery because of Emery’s speed, reliability, and teletype con- 
trol of shipments door-to-door. Call your local Emery man today to find out what Emery can do 
specifically for you—to your profit. 


EMERY A/R FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 








WHEN DO PEOPLE READ BETWEEN THE LINES? 


Just about all the time. Whenever a hobbyist studies your catalog, he is unconsciously 
reading between the lines for evidence of your company’s character. He sees more 
than just text and pictures. He looks for the quality image that only a good printer can 
help you achieve. Select your printer carefully — and early enough to get his help in 
the planning stages. Very likely he will specify a Warren paper, because he'll get bet- 
ter results — and so will you. S. D. Warren Company, 89 Broad St., Boston, Mass. 


Fine printing papers for advertising literature and the publishing of books. 


a 


Warren's) printing papers make a good impression 
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It would be a mistake, for my 
money, a terrible mistake, if we 
ever worked up a definition of sales 
promotion. If they ever get one, 
we’re through. Because once you 
define it, then they’ll classify it, and 
after that they'll automate it, and 
then they can have it! 

If there is one thing sales promo- 
tion isn’t, it is a definable job, com- 
plete with exact specifications and 
interchangeable between industries 
or businesses. Put this thing on a 
computer and we have had it. 

And our employers will lose by it, 
too, because we will start working 
and living by the definition instead 
of struggling each day to make our 
job mean more and more. It’s be- 
cause of that struggle that sales 
promotion has got where it has in 
the last few years. And it has to get 
still further or we’re in trouble. We 
have our work cut out for us, but 
good. 


> There is not a business anywhere, 


Mr. Martin, promotion director of the Phila- 
delphia Daily News, received the A&SP 
plaque as the Sales Promotion Executive 
of the Year for 1960. 


Let's Not Define 


Sales Promotion 


PAUL MARTIN 


or a management you know of, 
which has not repeatedly said with- 
in recent years: “Where, oh, where, 
can we get good salesmen? What 
happened to all the old-fashioned, 
two-fisted salesmen who were so 
plentiful in the thirties? The guys 
who died hard, and who fought for 
every sale, not only for the money, 
but also for the psychological vic- 
tory it brought.” 

And in the magazines that dis- 
cuss this great lack, we get good 
descriptions of what has happened, 
but very little understanding of 
why it has happened. A good part 
of the answer, I think, lies in the 
changing make-up of our society. 
We’re not making that kind any 
more. The self-starters, inner-di- 
rected people, as David Riesman 
calls them, are being replaced by 
other-directed people. And a sales- 
man who is other-directed is every- 
thing but a good salesman. 

We place so much emphasis on 
group adjustment, we hire people to 
fit into a mold, we encourage them 
to be like everybody else, we even 
screen them to make sure they are. 
And after we’re through placing a 
premium on conformity as the best 
possible virtue, we wonder why 


we come up with a bunch of order- 
takers who are afraid to tell you 
what day of the week it is without 
checking the calendar in the boss’s 
office. 


> I am making so much of this, be- 
cause I feel it keenly. Sales promo- 
tion is the bright star in the dark- 
ening sky of declining initiative. It 
is the last refuge of the eager beav- 
er, the inner-directed uncommon 
man. And to those managements 
who still don’t know what sales 
promotion is, or how much work it 
needs to do in these days of increas- 
ing advertising pressure and com- 
petition for share of mind, or to 
those managements who still have 
their sales promotion directors 
chained to a mimeograph machine, 
I say, let them out into the air and 
sunlight of free competition, and let 
their long-suppressed originality 
start producing for you. 

Sales promotion used to be an in- 
ferior catch-all of many things that 
nobody else wanted to do. Now at 
its best, it is the commando force 
of business, seasoned and hardened 
in the many things that nobody else 
knows how to do. Let’s not ever 
define it; let’s keep it that way. 44 
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The mission of the sales promo- 
tion executive is both important and 
difficult. It is not too much to say 
that his role in the economy is in- 
dispensable because the producers 
of goods and services could not long 
continue in business if the sales 
promotion man did a poor job. 

To be successful the sales promo- 
tion executive must have initiative 
and resourcefulness and employ 
them unceasingly. The history of 
sales promotion is replete with fresh 
ideas, innovations, new departures 
and just plain “gimmicks.” The 
sales promotion executive is a 
problem solver who must be imag- 
inative and creative. His work is 
never finished because he can never 
expect the product or service he is 
selling to hold its own and forge 
ahead on the basis of past momen- 
tum. 

This will always be true in a 
competitive economy where con- 
sumer choice is the pace maker, and 
especially in a nation such as ours 
where consumers are as differently 
motivated as they are numerous. 
The American consumer will switch 
products, change brands and alter 
buying habits of long standing at 
the drop of a hat provided he learns 
of a product that appears to be of 
better quality, more convenient, 
more attractively packaged, or 


Mr. Price is the assistant secretary, U.S. 
Dept. of Commerce. 


The Government and 


Sales Promotion 


HICKMAN PRICE JR. 


available at a lower price. 

Nobody seriously doubts the ef- 
fectiveness of sales promotion in 
boosting the sales of a particular 
product or service. The evidence is 
overwhelming and incontrovertible. 
But the question has been asked: 
Granted that promotion helps sell a 
particular product, does the sum 
total of all promotion sell a larger 
volume of all products? 

The historical growth of our econ- 
omy and improvements in our 
standards of living offer the answer. 
How sales promotion raises the 
total level of consumption, or the 
standard of living, if you prefer, is 
dramatically demonstrated by the 
rapid and wide acceptance of en- 
tirely new products, such as televi- 
sion, hydraulic auto transmissions, 
frozen foods, vinylite phonograph 
records, and stereo sound equip- 
ment. 

There can be little doubt that 
these things and thousands of others 
have become staple consumption 
items in such a short time chiefly 
because they were widely and vig- 
orously promoted. And it seems 
equally certain that we could not 
have achieved our present produc- 
tive potential without the economies 
of mass output, made possible by 
mass distribution through mass 
merchandising and sales promotion. 

Some like to think of sales pro- 
motion as a bridge between produc- 
tion and consumption, but I like the 


analogy of the large gear wheel, 
symbol of industry, with produc- 
tion, distribution, including sales 
promotion, and consumption form- 
ing different parts of the perimeter. 
As power is applied at one place, 
the whole wheel moves. Similarly, 
all three segments of our economy 
must be kept moving together. 

Summing up, I think we can state 
without question that the value of 
sales promotion is greater than the 
sum of its sales. 


> While America’s progress has 
been always forward, our rate of 
growth has fluctuated and we have 
been faced with the problems of 
recurring recessions. Today, al- 
though our productivity, however 
measured, exceeds that of any other 
nation of the world, our economy 
is, nevertheless, operating far below 
its full potential and the number of 
people unemployed remains at a 
level which is completely incom- 
patible with our national goals. 

Ours has always been a nation of 
frontiers embodying the pioneering 
spirit of unsolved problems and 
new challenges. The “New Frontier” 
is cast in this historic perspective. I 
can assure you that we will spare 
no effort in accomplishing the ob- 
jectives of this frontier—objectives 
which are firmly based upon demo- 
cratic principles and which every 
American can support and contrib- 
ute to. 


June 1961 * A&SP + 25 





Any discussion of the broad prob- 
lems involved in economic expan- 
sion must include consideration of 
the role and responsibility of the 
Federal Government in this regard. 
The growing complexities and in- 
creasing interdependencies of mod- 
ern day economic society have 
placed an increasing burden on the 
Federal Government. If we are to 
attain the rate of economic growth 
necessary to provide for all of our 
population that opportunity to work 
and to live in a manner commen- 
surate with our maximum efforts 
and highest aspirations, we must 
marshall all of the resources of our 
country in a_ coordinated effort. 
There is no question that the 
achievement of this goal must de- 
pend significantly on our govern- 
ment program. 

There is much that American 
business groups and _ individual 
businessmen can do to help make 
this program succeed. The forces of 
sales promotion and advertising can 
be a significant factor in moving us 
toward an economy operating at full 
capacity. 


> On March 2, Secretary of Com- 
merce Luther Hodges participated 
in a Washington news conference 
announcing the Advertising Coun- 
cil’s campaign for “Confidence in a 
Growing America.” The Advertising 
Federation of America is now en- 
gaged in a hard hitting advertising 
campaign featuring the slogan “Let’s 
Keep America Rolling Ahead.” 
Automobile dealers individually and 
collectively are sponsoring cam- 
paigns with the theme “Drive 
America to Prosperity.”” On May 4, 
I am scheduled to meet with a com- 
mittee in New York which is plan- 
ning an “Invest-in-America” week. 

I believe that these and many 
similar public spirited national, re- 
gional, and local campaigns, togeth- 
er with the programs of the Federal 
Government which the President is 
supporting so strongly and to which 
I have referred, will bring about the 
improvement in economic condi- 
tions and increased employment 
which is our mutual goal. 

A great deal of missionary work 
needs to be done by sales promotion 
people, including advertising agen- 
cies, to teach manufacturers who 
want to sell abroad how to go about 
it, including how to advertise in 
foreign media. The rules are not 
quite the same as for domestic pro- 
motion, nor are the methods. I have 
no doubt that we could do a much 
better selling job overseas if the 
most effective techniques were bet- 
ter understood by new firms enter- 


26 + A&SP + June 1961 


ing into the export field. The obvi- 
ous people to do this job of enlight- 
enment are the people in the sales 
promotion professions. Our Bureau 
of Foreign Commerce provides a 
business consulting service in this 


field. 


>» Among the department’s bureaus 
in the economic field of greatest in- 
terest to sales promotion executives 
is the Business and Defense Serv- 
ices Administration. This agency’s 
Office of Defense Mobilization is re- 
sponsible for the production ma- 
chinery and reservoir of industrial 
executives which would be needed 
to staff it in the event of emer- 
gency mobilization. Its functions re- 
lating to preparedness and mobiliza- 
tion activities are carried out under 
specific delegation from the Office 
of Civil and Defense Mobilization. 

BDSA’s broad programs of serv- 
ice to business in support of eco- 
nomic expansion are carried out by 
its 25 Industry Divisions, Office of 
Technical Services, and Office of 
Distribution. 

The Industry Divisions, repre- 
senting all of America’s basic in- 
dustries, work directly with these 
industries, their associations and in- 
dividual members. Economic and 
industry studies for major com- 
modities and products are con- 
ducted on a worldwide basis. A 
series of major industry reports are 
regularly published, and semian- 
nual and annual outlook studies are 
issued as a guide to American 
business. The U. S. Industrial Out- 
look for 1961 included a review of 
1961 prospects, review of 1960, 
background data and statistics for 
91 selected industries. 


© The Office of Area Development, 
as its name implies, works with the 
problems of economically distressed 
areas around the country—enclaves 
of labor surplus with which this 
Administration proposes to deal vig- 
orously. 

Early action by the Congress is 
anticipated on the President’s pro- 
posal for establishing within the 
Department of Commerce an Area 
Redevelopment Administration to 
provide assistance to areas of sub- 
stantial and persistent unemploy- 
ment. This new Administration will 
assist local communities in the ex- 
pansion of their industrial resourc- 
es, administer participating loans, 
provide for modernizing and ex- 
panding public facilities, and op- 
portunities for training and retrain- 
ing the labor force in new and im- 
proved skills. 
® Dynamic 


factors of economic 


growth encompass science and 
technology. Here our Office of 
Technical Services plays an effec- 
tive role. It is the “bridge” between 
the scientific findings generated by 
Federal sponsorship of research and 
their civilian application by large, 
medium, and small industry. Activ- 
ities of the Office of Technical Serv- 
ices include an intensive and com- 
prehensive range of services in the 
dissemination of scientific and tech- 
nical information. 

Special programs in cooperation 
with business are conducted to de- 
velop commodity standards and 
simplified practice recommendations 
through voluntary actions. These 
result in the elimination of waste, 
reductions in costs and increased 
efficiency in the industry areas cov- 
ered. 


e The Office of Distribution is the 
point in BDSA where sales promo- 
tion executives are most likely to 
have personal contact, because it 
deals exclusively with marketing 
services. The major activities of this 
Office of Distribution relate to the 
dissemination of marketing infor- 
mation. By means of consultations, 
correspondence, and the prepara- 
tion of publications, a wider use by 
business of facts and figures for 
gaging markets, improving operat- 
ing efficiency, and increasing sales 
is made possible. 

The Marketing Information Guide, 
published by this office each month, 
lists and briefly reviews scores of 
significant materials covering a 
broad spectrum of fresh marketing 
data and opinion. Included are ma- 
terials from government agencies, 
educational institutions, publishers, 
trade associations, and private re- 
search organizations. This is a serv- 
ice that all marketing men should 
make use of. 


> These many services to business 
by the department are conducted 
for the purpose of fostering and 
promoting the foreign and domestic 
commerce of America. They are de- 
signed to contribute to the econom- 
ic growth and stability of our nation 
by means of a strong and effective 
liaison between American industry 
and the Federal Government. 

All of these services are available 
to each of you through direct con- 
tact with the department or through 
the personnel in our 33 field offices 
located in principal cities through- 
out the country. I not only urge you 
to make use of these facilities but 
also invite you to give us your best 
suggestions as to how the depart- 
ment can better serve you. 44 





No sir. Blue is for boys. Pink is for 
girls. And get it right because moth- 
ers deeply care about this color 
distinction. Thus, from the cradle 
forward, color is an important and 
dominant element in our lives. Even 
in unromantic business. 
Colors—Howarp Bonp colors 


identify, instruct, get things done 


HOWARD PAPER 


MILLS, 


Is Blue for girls? 


whether used for business forms or 
other kinds of business printing. 
Too, Howarp Bonp in its twelve 
clean, clear colors, gives a satisfying 
two-color effect at the price of one 
color printing. To many aspects of 
your business, Howarp Bonp offers 
the moving, energized benefits that 
only color obtains. 


DIVISION OF 


S)/St.Repis 


PAPER 


So have your secretary locate your 
Howarp distributor and ask for 
samples. Or, easier still, ask your 
printer to bring you a Howarp 
Bonp sample book. And remember, 
Blue is for boys. 
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Publicity is probably the least 
expensive form of sales promotion, 
and the most often overlooked. The 
next time you are faced with the 
promotion of a new product, I hope 
you'll take a long, hard look at its 
publicity potential, or at least call 
in a reliable practitioner to give 
you an evaluation. It might mean 
the difference between success and 
failure. 

A dozen people will give you 12 
different definitions of the differ- 
ence between advertising and pub- 
licity. The one I prefer is that ad- 
vertising is what you say about 
yourself, publicity what other peo- 
ple say about you. Publicity can 
arouse interest; it is up to adver- 
tising to keep this interest alive. 

Here are a few examples, from 
my own experience, on the way in 
which publicity has been able to 
contribute to a sales promotion pro- 
gram, especially in the introduction 
of a new product. 


> A leading optical company pro- 
duced a shooting glass that was 
supposed to make vision sharper 
on misty or hazy days. It had a 
yellow lens, which according to 
some scientists, eliminated the blues 
and violets that were dispersed by 
the microscopic droplets of water 
in the air. This, they said, gave bet- 
ter definition to vision on such 
days. Since the advertising budget 
was very limited for the promotion 


Mr. Edman heads his own firm of public 
relations consultants with its office in the 
small town of Putnam, Conn. 


Publicity as a 


Sales Promotion Tool 


LOU EDMAN 


Rover to Ride . . 
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rs 


. Accompanied by its chauffeur, the Rover stands in front of Putnam’s 


Citizens National Bank, waiting for new depositors to claim their rides. 


of these glasses, which sold for $12 
to $15 a pair, I was asked to pro- 
mote them through publicity, 
backed by counter cards and en- 
velope stuffers. 

Upon investigation, I discovered 
that there was complete disagree- 
ment among the research people. 
One group swore that the glasses 
helped; the other said: “Bunk!” 
The company, who dealt only 
through the optical professions, 


- turned thumbs down on any claim 


that the glasses improved vision. 
This was the ethical aspect of the 
job, and if any of you deal in ethi- 
cal products, my heart goes out 
to you. 

Be that as it may, I sat in my 
office studying a pair of these 
glasses. As I recall, it was a dull 
Monday morning when I first tried 
the glasses on. As if by magic, the 
whole world seemed to brighten. 
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This was the peg: glasses that 
created euphoria, or the feeling of 
well-being. Ethically, no one could 
object to such a statement; the 
glasses actually seemed to brighten 
up the surroundings. 

I wrote a press release based on 
the fact that here were glasses that 
gave the wearer the feeling of 
stepping out into the sun, after a 
week of rain. The text was simple: 

Hunters who become depressed on grey 
days may be cheered up by a newly- 
developed lens produced by the scientists 
of Blank Optical Co. Called Mistmaster, it 
is pure yellow in color and has the effect 
of creating sunshine in gloomy. overcast 
weather. 

As you can see, absolutely no 
claim was made regarding im- 
proved vision. After writing the 
story, I secured 25 pairs of the 
glasses, made up a list of the lead- 
ing sports magazines, and went 
down to New York. I personally 
called on the editor of each publi- 
cation, and handed each the release. 
After the editor read it, I'd hand 
him a pair of glasses. The reaction 
was invariably the same: 

“Well, I'll be damned!” 

I'd estimate that 90% of the edi- 
tors approached used the story, 
some even ignoring the scientists 
and inserting the improved shoot- 
ing aspects, after actual trial by 
themselves. The result was that the 
company sold out the entire pro- 
duction of these glasses, thousands 
of pairs. Orders were received di- 
rect from all over the country, even 
from Alaska. Most asked for the 
“happiness” glasses. This is an ex- 
ample of finding something about 
a product that was unique. It may 
have been entirely psychological, 


Thing of Beauty .. . A humdrum bilge 
pump got publicity because of its design, 
while ingenious promotion opened mar 
kets not originally planned 
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Thing of Precision What looks like 
a television tube is actually a cluster of 
glass fibers (140,000,000 of them in 
this 5’’ tube face). Publicity for the 
small company which produced the face- 
plates made direct sales for a $2,500 
product. 


Thing of Wonder Artificial eyes 
were hard to publicize, either in consum- 
er or medical publications. The way out 
was to prepare a feature for a plastics 
magazine, and then send reprints to doc- 
tors 


but it amounted to a big sales vol- 
ume. 


> In the same field, that of pub- 
licizing sunglasses, I was able to 
tie in with a major sporting event, 
simply by working many months in 
advance. Most of you remembe: 
that the big story of the sports 
world in 1959 was the America Cup 
Race. England challenged the 
United States to a yacht race, the 
first in twenty years. It was sug- 
gested that I get some _ publicity 
from the event. 

There were four American syn- 
dicates which accepted the chal- 
lenge. Only one boat was in the wa- 
ter; the other three were not even 
built. I obtained the names of the 
syndicate owners, and wrote letters 
to each, offering a variety of sun- 
glasses (to cover all conditions) for 
the crews. Two accepted, and com- 
plete sets of sunglasses were dis- 
patched to the boats. It amounted 
to about fifty dollars worth of mer- 
chandise. 

The trials were held throughout 
the summer of 1959, to determine 
which American boat would defend 
the Cup. One of our boats, the 
Easterner, failed miserably. The 
other, the Columbia, headed by 
Henry Sears, was chosen as the 
defender. 

Although not a _ yachtsman, I 
never followed a series of races so 
closely. Six months after our orig- 
inal offer, the Columbia defeated 
the British Sceptre in four straight 
races, and I had my story: The 
Blank Optical Co. had supplied the 
sunglasses aboard the victorious 
American yacht. Almost every busi- 
ness journal in the industry car- 
ried the story, adding prestige to 


the firm which had manufactured 
the sunglasses. This was sales pro- 
motion. 


> Last winter, a New York public 
relations firm asked me to take on 
an assignment for publicizing a 
$5,000 British small luxury car. The 
task was to dream up a scheme 
that could be done on a local basis, 
wherever there was a dealer, but 
one that could be done on a na- 
tional basis, anywhere in the coun- 
try. Here again, we were faced with 
a limited budget. 

What I came up with was an ad- 
vertising campaign for 10¢ on the 
dollar. And here again, I'd like to 
point out that publicity in no way 
took away from the amount of 
money spent on advertising; it 
merely made it more effective. I 
approached the local bank and of- 
fered them the $5000 car, the same 
type used by Queen Elizabeth and 
Princess Margaret, for their per- 
sonal use. This would be supplied 
at no cost to the bank, for a three- 
day period, complete with liveried 
chauffeur, to bring anyone to and 
from the bank who wanted to open 
a new savings account. 

The 15 bank directors voted 
unanimously to accept the pro- 
posal. All the usual institutional 
advertising was converted to the 
plan for a two-week period. The 
theme was: “Another first for the 
Citizens Bank, Ride in a Rover.” 
Ads included three 50” insertions 
in the local papers, and 40 one- 
minute spots on the local radio 
station. 

The police chief cooperated by 
reserving the metered parking 
space in front of the bank, and for 
three days, the Rover was on dis- 
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play for all to see. When the first 
potential depositor called in for 
a ride, the mobile unit from the 
radio station was waiting to in- 
terview her, and three newsmen 
were taking pictures of the event. 

In addition to the advertisements 
and spot announcements, there 
were five news stories and four 
radio newscasts covering the story 
or promotion. It is quite possible 
that further mileage will be ob- 
tained nationally, since four na- 
tional magazines have asked for 
complete details of the program. 

The New York p.r. firm is now 
using the format evolved in my 
small Connecticut town on a coun- 
try-wide basis, wherever they have 
distributors or dealers for the car. 
The cost of the first promotion was 
approximately $50, covering a local 
chauffeur, gas and washing the car 
for three days. Since the bank put 
$500 worth of advertising, with all 
copy built around the car, you can 
understand our claiming to have 
secured advertising at 10¢ on the 
dollar. 

This promotion is a good ex- 
ample of thinking different. Banks 
all over the country are offering 
frying pans, electric clocks and 
cameras to new depositors. I of- 
fered a rare taste of luxury, rather 
than the usual material reward. 


> Along more prosaic lines, an- 
other recent effort was for the old- 
est and largest cutlery manufac- 
turer in the United States, Russell 
Harrington Co. After 143 years of 
making knives, this firm decided to 
diversify. Of all possible products, 
it came up with a portable bilge 
pump. 

Although the pump was basical- 


ly designed to remove bilge water 
from boats, I felt there were many 
other applications for such a device. 
Water is water, no matter where 
it lies, and since my own cellar 
periodically contains two or three 
inches of the stuff after a thaw or 
heavy rain, I could think only of 
what a help this pump would be 
in removing it. 

Consequently, my press release 
not only mentioned the convenience 
of having a portable, self-contained 
pump for boats, but for removing 
water from cellars, supplying wa- 
ter for trailers, live bait tanks and 
and portable showers. Newsweek 
used the story, mentioning both the 
boats and the cellars. So did Pa- 
rade and a number of other mag- 
azines and wire services. As an 


aside, I’d like to mention that the 
Parade story brought in over 2,000 
inquiries, many with checks for 
$69.50. 

Naturally, all the major boating 
magazines used the story, but it 
was in the woman’s angle that 
brought thousands of additional 
inches of valuable publicity space. 
In the case of the bilge pump, it 
was an obvious natural for the eight 
million or more boat owners, but 
how about the eighty million other 
potential customers? 

The story of the pump doesn’t 
end here, by the way. Aside from 
its versatility, there were other as- 
pects that we were able to cap- 
italize on. Design-wise, it was beau- 
tiful. As one women’s editor said: 
“I never knew anyone could fall 
in love with a bilge pump!” 

Artistically, the lines of the pump 
were lovely, and I imparted some 
of my own enthusiasm to the edi- 
tor of a design magazine. A fea- 
ture article on this subject was the 
result. In examining the compo- 
nents of the device, I discovered 
that a new DuPont plastic was be- 
ing used for the first time as a mo- 
tor casing. Modern Plastics is do- 
ing two separate features on this, 
which we expect to promote. 

The last three’ stories are 
bonuses that we were able to se- 
cure for looking beyond the ob- 
vious: the pump and its uses. It 
indicates that products frequently 
are good for publicity from more 
than one angle. 


> A good publicity firm can be in- 
valuable in sales promotion. I have 
written numerous articles, under 


Thing of Value . . . Publicity pictures like this one served to bring this item, original- 
ly thought of as an industrial product, into the consumer market, gaining space in 
many nationally-circulated publications. By the way, the device is a two-way radio, on 
the citizen’s band, which can be used without a license. 
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various bylines, or with no byline 
at all, for many magazines. Re- 
prints are extremely cheap, per- 
haps one-tenth of a promotional 
piece. Placed in the hands of whole- 
salers, distributors and salesmen, 
these articles are powerful selling 
tools. 

“Look,” they can say. “This is 
what Business Week wrote about 
us!” 

it isn’t the company talking, but 
the editors of a respected magazine, 
a dispassionate outsider. 

With the thousands of magazines 
being published today, there’s a 
place for practically any story, if 
it’s written competently, and di- 
rected at a specific outlet. There is 
nothing more impressive than the 
printed word, especially when what 
is said is editorial, rather than ad- 
vertsing copy. 

A p.r. man gets used to having 
a client ask: “Can you get us in 
the Reader’s Digest?” 

I'd hate to estimate what the 
odds are against achieving this, but 
every client feels his product de- 
serves a feature story in the Digest, 
and anything less means you don’t 
know your business. Once you con- 
vince them that they aren’t mar- 
keting a new Salk vaccine, you can 
get down to business. You don’t 
have to appear in a magazine with 
12 million circulation to use a story 
effectively for sales promotion. 


> As an example, I was given the 
task of publicizing the manufac- 
ture of artificial eyes, which is a 
gruesome subject for any consumer 
publication. It’s something people 
don’t like to talk about. The ob- 
ject of the campaign was to ac- 
quaint 2,000 or so doctors with the 
product and the facilities of the 
company which made it. Physicians 
read medical journals, that do not 
use such articles; and consumer 
publications, that wouldn’t touch 
the subject. 

I studied the manufacturing op- 
erations, and noticed that the eyes 
were made entirely of plastic. This 
was the angle on which I hung the 
story. Here, again, I approached 
the editor of Modern Plastics, with 
the suggestion of an article on a 
little-known facet of the plastic 
world: artificial eyes. He liked the 
idea, and the result was a 2,000 
word article, with nine photographs. 

The story went into the history 
of artificial eyes, what was being 
done today, and the facilities avail- 
able for fitting and duplicating, with 
my client as the featured subject. 
When the article appeared in print, 
I was pleased to discover that the 
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magazine had used two colors. 

The firm ordered three thousand 
reprints of the article, which ran 
three pages. I believe the total cost 
for the two-color job was around 
$180. A copy was sent to every 
physician on the company’s mail- 
ing list, with a covering letter, 
merely saying: “We thought you’d 
be interested in the attached ar- 
ticle reprinted from Modern Plas- 
tics.” 

The response was tremendous. 
Many doctors had no concept of 
the scope of the company’s opera- 
tions, or even that they could send 
difficult cases to the firm for per- 
sonal fittings. 

A brochure along the same lines 
couldn’t be produced for ten times 
the cost of the reprints, and 
wouldn’t have had one-quarter the 
impact. 


> Last summer, I wrote a_ highly 
technical article on microwave 
plumbing for a magazine that would 
have used it, word for word. It was 
good, and I knew it from experi- 
ence. The firm I wrote it for would 
have had a wonderful promotional 
piece to send to its accounts and 
potential customers, but the article 
never appeared in print. 

The sales manager had taken a 
course in writing in college, and 
told me it was junk. I had started 
the story by saying that ten years 
ago, three men had a dream, and 
began a small company in a ga- 
rage. Today, it occupies a 40,000 
sq. ft. building, employs 200 people 
and is among the leaders in its in- 
dustry. The sales manager refused 
to approve the article, because I 
had mentioned its humble begin- 
nings. 

“It makes us look like small- 
timers!” he said. 

What he failed to appreciate was 


that by taking out the mention of 
the garage, he had removed any 
element of human interest in the 
article. He had the advertising 
man’s hyper-sensitive approach to 
copy; you never indicate you came 
from lowly origin. A month later, 
Time had a round-up story on 
electronic companies, and listed the 
giants who had started in garages. 
My client was not among them, 
naturally. 


» Just to show you that nothing is 
impossible in the publicity field, I 
once received two-column head- 
lines on a story written about mice. 
This was for a local insurance agen- 
cy, which told me it had just settled 
a claim for an electric toaster, that 
had been short-circuited by two 
mice caught between the elements. 

I based the whole thing on the 
question of whether this event was 
an unsuccessful rescue attempt, or 
a joint suicide venture. Of course, 
it brought in the aspects of van- 
dalism as opposed to fire insurance, 
the points the agency was trying to 
put over. People laughed when they 
read the story, but it also brought 
to their attention some of the haz- 
ards of everyday living, and the 
need for adequate insurance. 


> During the foregoing, I’ve tried to 
give you a variety of examples of 
how publicity can stretch your ad- 
vertising dollar, and lend impact to 
any sales promotion campaign. 
Recently, the Wall Street Journal 
said that American advertisers are 
confronted daily with the stark fact 
that only 8% of the new products 
introduced each year become really 
successful. It would be interesting 
to know how many of the 92 fail- 
ures out of every 100 products were 
launched with a _ solid publicity 
campaign. Very few, I’m sure. 4¢ 


Thoughts on Creativity 


. . . America’s top executives are less creative today than 25 
years ago — and they get less creative every day... 


. . - Blocks to new thoughts are greater in business today than 


many executives will admit — especially to themselves 


. . » Even in our Age of Acceleration too many executives play 


it safe... 


... It is not wise to come up with anything too daring — mis- 
takes can be too costly. But maybe we need to embark on a new 
science or art of “PionERRing”. . . 


Dr. B. B. Goldner 


Director, School of Creative Thinking 


La Salle College, Philadelphia 


at the SPEA Conference 





Today all consumer goods manu- 
facturers have problems as well as 
opportunities. The expanded pop- 
ulation, the higher standards of liv- 
ing, the increased incomes mean 
more opportunities for sales. In 
spite of our great buying power, we 
must be sure the retailer is geared 
to sell the goods. Our ability to ex- 
pand the pipelines through to the 
customer may help determine, in 
large measure, our future. 

What does all this mean to us as 
manufacturers and distributors of 
consumer goods? What opportuni- 
ties does it present? 


> We believe training makes cham- 
pions, and it was on this philosophy 
that Johnson & Johnson initiated its 
program of storewide improvement 
services for the retail drug industry- 
“Make Customers Stop, Look and 
Listen”-by promotions, modernized 
store interiors and fronts, better 
salesmanship and stock room mod- 
ernization. 

During World War II, millions of 
new clerks had gone into retail 
stores, clerks who had never been 
taught to sell because they had not 
needed to sell. All retail sales per- 
sonnel needed training. The old 
because they had forgotten how; the 
new because they had never been 
taught. 

It’s still true today. At the recent 
National Retail Merchants Assn. 


Mr. Hansen is assistant director, merchan- 
dising services, Johnson & Johnson, New 
Brunswick, N. J. 





Sales Promotion 


to Help 


the Retailer 


J. G. HANSEN 


Key to Program 
Packet of booklets, 
in sturdy slip-case, 

carried the major 
part of the load. 


meeting in New York, a panel dis- 
cussion of consumers voiced its 
criticisms of the stores they had 
shopped. The major complaint con- 
cerned the sales people in the 
stores. They were too busy with 
their own conversations to wait on 
customers, or had never heard of 
items recently advertised by the 
store. 

How many times in each day is 
this repeated in those stores selling 
your products or services? Each of 
you has a vital interest in every 
customer who walks out of a store 
without buying—because it may 
be your product which is left un- 
sold. 
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STOCK 
ROOM 


MODERNIZATION 


> As manufacturers we have three 
main functions to perform in mar- 
keting our product or service: 
1. Create consumer acceptance and 
demand for the product or service; 
2. Expose and identify it at the 
retail counter; 

3. train retail personnel to serve 
that demand. 


In most cases the first two func- 
tions have been done effectively. 
These are advertising and point-of- 
sale display. The third function— 
training the people who deliver the 
goods by closing the sale—has been 
neglected. 
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SALES! 


FLIP-TOP 


PROJECTOR 


A professional salesman in a 13-lb. package 
. . » makes every neophyte a “pro” and 
doubles the effectiveness of experienced 
salesmen. Just open it up and plug it in— 
the “FLIP-TOP” presents your sales mes- 
sage without slip-ups or omissions . . . com- 
plete with sight and sound. See and hear 
the “FLIP-TOP” demonstrated at your 
desk. Learn how sight and sound will in- 
crease your sales! Write to: 


DwKane 


CORPORATION 
Dept. ASP-61 ° ST. CHARLES, ILL. 


SOUND EFFECTS 
Hi-Fi and Super 


Put life into your dramatic plays, skits, 
commercials, home movies. Use sound effects 
from the largest and finest library of its 

kind. Sounds of: Airplanes, Electra Prop-Jet, Boeing 
707, F-104 Starfighter, Regulus I, Missile Launching, 
Carrier Sounds, Autos, Music, Trains, Animals, House- 
hold, Industry. 13 classifications — 2000 real-life 
sound effects for professional or home use. Send 25¢ 
for complete 56-page catalog 

NEW DEMONSTRATION DISC contains 14 sound 
tracks from our library: Rocket Blast-off, Space 
Sounds, Jets, Babies, Navy Mess Call (bugle), Police 
Car with Siren, Dogs, Weather, etc. 7” Microgroove, 
33-1/3 RPM, Vinyl, No. 7-130. Mail $1 TODAY 
for Demonstration Disc AND complete 56-page catalog. 


MP-TV SERVICES, INC. 
7000-L Santa Monica Bivd., Hollywood 38, Calif. 


WE HAVE 
THE VISUAL 
sett as 
TO FIT YOUR 

aha 8 
NEED 


have 

auto- 

matic 

projectors for point 
of sale and trade 
shows. We have desk top 
ee both slides 
and film strips — 7 
with or without Tel gag 
sound, designed with 
your salesmen in DAVENPC 
mind. For Information, 

Write Dept. A661 
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> This is what we found in 1946. 

There was a real need for a pro- 
gram which would give help in 
recruiting and training sales per- 
sonnel so that the drugstore would 
be in a better position to compete 
with other retail outlets. After three 
years of research and preparation, 
Johnson & Johnson introduced a 
sales training program for both 
druggists and their sales people. 

The program included a motion 
picture, “Sell as Customers Like It,” 
a booklet on selling principles, a 
home study course and a manual 
on sales evaluation and training for 
store owners and managers. 

In 18 months, over 250,000 people 
saw this presentation. Willmark 
Reports showed that this basic 
training program resulted in in- 
creased selling efficiency in all de- 
partments of the retail store. Sev- 
eral of the nation’s largest drug 
chains and department stores have 
continued to use it for training of 
retail personnel, as have many othér 
industries. 


>’ The success of this program 
spelled out another problem. 

No matter how well we trained 
these sales personnel, their total ef- 
fectiveness was in proportion to the 
amount of time they had with the 
customer. If it were necessary for 
the skilled personnel to chase 
merchandise all over the store, it 
did not give him sufficient time to 
sell the customer. 

Store modernization was needed 
so the shopper could select some of 
her merchandise. Self-selection was 
what the consumer wanted. The 
problem was to motivate the drug 
retailer to do something about it. 
The average retailer hesitated to 
remodel because he was oblivious 
to what was going on around him 
or he feared to ask the experts 
how to modernize the store. In some 
cases the druggist was afraid he 
might end up with more than was 
needed, or more than he could 
afford. 

Johnson & Johnson developed a 
program to give the retailer the 
facts and figures of store moderniza- 
tion—to start him  planning—to 
match what he had against what 
he ought to have, so he could pin- 
point where action was needed. By 
this program, based on simple step- 
by-step methods, the average drug- 
gist was able to lay out his own 
plans. 


> The psychology of getting the re- 
tailer to solve his own problems 
paid off. Since the inauguration of 


Still from Movie .. . A special film, ‘‘It’s 
Time to Take Stock,’’ was produced to 
give impetus to the stockroom modern- 
ization program. 


this program, well over 30,000 re- 
tail pharmacists have made use of 
some phase of this program and its 
materials. According to the bureau 
of business research of Michigan 
State, a representative sampling of 
1,000 stores showed 89% had used the 
program in whole or in part, with 
an average sales increase of 20% 
resulting from store modernization. 

Some 20 non-competing indus- 
tries—such as oil, liquor, automo- 
tive and appliances-have adopted 
the program for their own use or 
as a foundation in building their 
own training programs. These pro- 
grams are also being used in dozens 
of business schools and pharmacy 
colleges as part of their curricula. 

But the greatest testimonials came 
from those who used the program. 
I quote one retailer, “Enjoying a 
55% increase in business. Paid for 
my new store out of these profits.” 


> The next step was the develop- 
ment of materials for store front 
modernization. After all, those of 
us in the consumer goods industries 
are constantly modernizing our 
packages for great consumer appeal. 
So it was feasible for the druggist 
to package his product—his store— 
with an improved outside appear- 
ance. 

During the course of 12 years, we 
had four programs involving sales 
training, advertising and _ sales 
promotion, store interior and store 
front modernization. Last year, after 
three years of research, the fifth 
phase of this long range program, 
stock room modernization, was 
launched. Here was where much of 
the druggist’s capital was tied up. 
The potential is great. For every 
$1,000 wasted in dead stock, the 
druggist can obtain approximately 
$6,000 in extra sales. If he can re- 
lease as much as $5,000 in working 
capital, he has a potential of in- 
creasing sales by $30,000—or $10,- 
000 in extra profit. 





> As a teaser to help our salemen 
bring this program to the attention 
of their accounts, each was supplied 
with a gold tie clasp, suggesting it 
be worn as a lapel pin. It has eight 
letters, “YCDBSOYA.” When the 
druggist asks what the initials stand 
for, it opens the door to the subject 
of stock room modernization. The 
letters spell out the principle, “You 
Can’t Do Business Sitting on Your 
Assets . . . Dead Assets, that is.” 
We also gave our salemen a deluxe 
kit of promotional material in a 
leather case to make these programs 
look like the million dollars they 
represent. 

A 19-minute black-and-white 
sound film, “It’s Time to Take 
Stock,” tells the basic story. It’s a 
problem general throughout all re- 
tail business: stretching capital to 
cover the expanded volume due to 
the increase in population and new 
products. 

Even though this picture is the 
least expensive of all our films 
($40,000 as compared to $200,000 for 
the interior modernization film, 
“Design for Selling”), we’ve found 
that once you’ve proved the value 
of your program, less money has to 
be spent to motivate the retailer. So 
you can spend more on the actual 
research and working tools im- 
portant to the succes of any such 
program. 44 


Visual Communication 
Products Added by 3M 


3M continues to add to its Ther- 
mo-Fax brand of visual communi- 
cations projects. 

Newest additions include an 
overhead projector, an extra quality 
line of positive, negative and color 
projection transparency film, a new 
color lift film, an audio kit and slide 
attachment. 

Details: 


@ The projector is portable. It folds 
into a self-contained unit with the 
projector serving as its own carry- 
ing case. The lens and all operating 
components fold easily and are pro- 
tected against scratching or rough 
handling. The aperture on the pro- 
jection stage is 10x10”, equal to a 
full-sized model, according to 3M. 
It has a 500-watt lamp, a 14” focal 
length and f3.5 lens. Selling price, 
$299. It weighs 30 pounds and is 
14x22x10” when encased. It opens 
to an operating height of 22”. 


@ The extra quality film is designed 
to provide improved performance 











Fairchild 8mm Motion Pictures 


Here’s a motion picture system that 
opens new opportunities for your 
sales force: Fairchild’s Cinephonic 
8 mm Sound Camera and Sound Pro- 
jector. They now make it financially 
and physically feasible to put the ex- 
citement of color, action and sound 
into your salesmen’s presentations. 


Many Uses: Other companies are al- 
ready using this camera and projec- 
tor for many kinds of lip-synchronized 
films, both color and black-and-white. 
Sales presentations. Equipment dem- 
onstrations. Trade shows. Training 
movies. Plant safety films. The list 
could go on and on—there are as many 
uses as there are ways of selling and 
information, teaching and training. 


Low Cost: Just $11 for color film to 
produce a 5-minute story. And the 
equipment: only $508 for the camera 
and projector together. 


Camera—Easy to Operate: Almost 
anyone in the sales or advertising de- 
partments can make good sound 
movies with the Fairchild Cinephonic 
Camera. It records sound directly 
onto a thin magnetic stripe on the 
film as you shoot the action. A built- 
in, rechargeable nickel cadmium bat- 
tery powers the camera and its tran- 
sistorized sound system. To work the 
camera, you simply set the volume 
level, aim and shoot. It’s that simple. 


|'A BRAND NEW WAY TO SELL 


Projector—Versatile, Simple: The 
projector has all the attributes of a 
modern tape recorder. With it, you 
can erase sound; or you can add 
sound over sound. For example, you 
can put your own commentary over 
previously recorded sounds, without 
erasing them. If the price of your 
product changes, you can change the 
sound track yourself. 

The 400-ft. reel capacity lets you 
show your own 20-minute sales movie 
to as many as 50 prospects at a time. 

Operation is simple. To thread, just 
follow the printed line on the projec- 
tor. A simple lever synchronizes 
sound with action. Two speeds: 16 
and 24 frames per second. 

The projector weighs only 24 lbs., 
so it is easy to carry to your cus- 
tomer’s office. It can become an in- 
tegral part of the routine sales call. 


Free Literature: For complete infor- 
mation on the Cinephonic 8mm sound 
motion picture system, write to Dept. 
A&SP-6, address below. 


FAIRCHILD 
CAMERA AND 
INSTRUMENT 
CORPORATION 
580 Midland Avenue 
Yonkers, New York 


INDUSTRIAL PRODUCTS DO'IVISION 
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and greater handling ease, according 
to 3M. It will sell for 16 to 20¢ per 
84x11” film, depending on quantity 
purchased. 


® The new color lift film is used the 
same way as the regular films. With 
it, a four-color transparency can be 
made from any magazine page in 
about two minutes from start to fin- 
ish, 3M publicity states. Cost is from 
13 to 16¢ per sheet. 


® The audio kit is designed for 
3M’s_ standard model projector, 
making it a complete audio-visual 
unit, 3M claims. The kit consists of 
‘a 10-watt amplifier system with a 
speaker which, when not in use, 
fits on top of the projector stage for 
easy storage and a _ microphone 
which may be hand held or used 
with a chest harness. Cost is $110. 


® The slide attachment, selling for 
$24.50, is for use with the standard 
projector. It increases the projec- 
tor’s versatility by enabling it to 
handle slides ranging in size from 
314’ down to 35mm. Like the regu- 
lar projection transparencies, the 
slides may be viewed in a fully 
lighted room. 


> Details may be obtained from 
Minnesota Mining and Manufactur- 
ing Co., 900 Bush Av., St. Paul 6, 
Minn. 44 


New Aid to Tape 
Marking Announced 


A marking tape which can be 
attached to magnetic pre-recorded 
tape to identify its contents is being 
marketed by PRS System Inc., 12 
Manor House Dr., Dobbs 
N.Y. 

The self-adhesive and pressure- 
sensitive tape can be written on 
with any kind of pen or pencil. For 
contrast to the brown of the pre- 
recorded tape, its background is 
white. The manufacturer says that 
the identification can be read even 
when the tape is moving at fast for- 
ward and rewind speeds. 

The tape is applied to the outside 
(shiny) portion of the magnetic tape 
and will pass over tape heads with- 
out disturbing the program. 

It is priced at $1 for a 600” reel. 44 


Ferry, 


U.S. Distribution Rights 
To Italian Process Given 


Distribution rights in the United 
States for Cinevue, an Italian-made 
automatic, 


sound-motion _ picture 


projector for showing of films in 
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At Your Ease .. . A portable projector 
table from the H. Wilson Co., 106 Wil- 
son St., Park Forest, Ill., eliminates the 
need to move from a normal, seated 
position when using an overhead pro- 
jector. The table is 16’’ high and retails 
for $29.95 


public places has been granted to 
Don Twomey Associates Inc., 38 E. 
57th St., New York, by Society In- 
ternational Fonovision, Milan. 
Preliminary installations of the 
five foot tall units, which can be 
fitted for coin operation or for free 
institutional or sales aid use, will 
be in bowling alleys, supermarkets 
and travel agencies. All units will 
have 40 film selections, each of four 
minutes duration, sound in both 
color and black and white. Film 
topics are to range from bowling 
instruction to recipes and travel- 
ogs. 44 


Tape Recorder Designed 
For Closed Circuit Use 


A television tape recorder de- 
signed for closed-circuit applications 
in educational, industrial and gov- 
ernmental fields has been announced 
by the Ampex Corp., 2755 Bay Rd., 
Redwood City, Cal. 

Called the VR-8000, it weighs 
approximately 500 pounds and is 
self-contained in a cabinet 24x56x 
42”, occupying seven feet of floor 
space. The unit operates from 117 
volts nominal ac, 60-cycle at 15 
amperes (220-volt, 50-cycle ver- 
sions are available.) 

Officials of the company said that 
the VR-8000 incorporates a single 
record/reproduce video head-heli- 
cal scan recording technique spe- 
cifically designed for closed-circuit 
application. They added, “The 


single-head design concept signifi- 
cantly reduces the electronic com- 
plexity of the recorder, while at the 
same time, providing picture quality 
equal to the original in every re- 
spect, plus optimum dependability, 
simplified operation, and_ easier 
maintenance at substantially lower 
cost in closed circuit applications.” 

Additional details are available 
from the company. 44 


Pamphlet Describes Rear 
Projection Cabinet Use 


A pamphlet containing detailed 
plans and instructions for building 
two types of rear projection cabinet 
is available from the Eastman Ko- 
dak Co. 

Entitled “Rear Projection Cabi- 
nets,” the pamphlet outlines the 
use of commercially available rear- 
projection cabinets for such needs 
as exhibits, previews, individual 
study, training programs and ad- 
vertising. 

For special situations, where a 
cabinet of the type required is not 
on the market, the pamphlet gives 
instructions for building the re- 
quired cabinet. 

+ for more details circle 629, page 127 


Instructional Aids 
Described in Folder 


Various materials used for visual 
impact and informational transmis- 
sion, manufactured by Freedman 
Aircraft Engineering Corp., Charle- 
voix, Mich., are shown and de- 
scribed in a_six-page brochure 
issued by the company. 

The aids are used for guidance 
counseling, teaching in all phases 
of education, portable library work, 
training salesmen for business and 
for in-plant training of industrial 
materials. 

. for more details circle 630, page 127 


Colburn Reports on 
8mm Magnetic Sound 


The George W. Colburn Labora- 
tory Inc., Chicago, has issued a 
booklet reporting on various aspects 
of 8mm magnetic sound. 

The booklet points out that while 
8mm silent color films are not new, 
the use of sound with 8mm is. 

Text tells recommended proce- 
dures and techniques for producing 
sound films for existing 8mm _ pro- 
jectors. 

Copies are available. 

+ for more details circle 631, page 127 





When wiaitemess is a feature 


. as in this color photo from a brochure presenting Delta 
Air Lines’ new Convair 880 Jetliner...or perhaps in a refrig- 
erator, a range or other white porcelain appliance ... or in 
a man’s dress shirt, or whatever .. . the natural selection of 
paper for a fine catalog or brochure is (what else but?) ... 


BECKETT J80-WiISttr ls 





Illustrations courtesy of Delta Air Lines 


Blacks are blacker...whites are whiter on 


BECKETT Js0-WiEtINs 


The photo above is a demonstration of this fact. 


You have aiready seen—on the face of this insert 
—what this super-quality sheet does for four-color 
process printing, how the type looks sharper, how 
the colors seem to have greater depth. 


The amazing quality of Beckett Hi-White is this— 
while the sheet is radiantly white, it has a roseate 
undertone which produces the effect of whiteness 


with warmth. 


Try Beckett Hi-White on your next fine printed 
piece. In addition to Smooth Vellum, Beckett Hi- 
White can be supplied in a variety of fancy finishes, 
in four book weights and four cover weights. 


Hi-White is also available in famous Buckeye 
Cover, in Antique, Smooth Vellum and a variety 
of fancy finishes. 


New complete sample book will be sent on 
request. Your nearby distributor will be glad to 
furnish sample sheets and dummies. 


THE BECKETT PAPER CO., Hamilton, Ohio 


MAKERS OF GOOD PAPER IN HAMILTON, OHIO, SINCE 1848 


This is BECKETT HI-WHITE, Smooth Vellum finish, 100 Ib. 





This is a special report from the 
American Film Festival, that glori- 
ous annual smorgasbord of 16mm 
films and filmstrips. For two and 
a half days, there are films being 
run — all of high quality — and 
the avid film-viewer can mark up 
his schedule, picking from various 
categories, trying to find the most 
helpful, the most interesting, the 
most exciting films. It isn’t easy, al- 
though the sponsor, the Education- 
al Film Library Assn., does a fine 
job of scheduling and describing the 
films that are being shown. 

All in all, it is an event that 
should not be missed by anybody 
who is concerned, in any way at all, 
with the motion picture. Whether 
you are a producer, a writer, a 
sponsor, a buyer, a distributor or a 
user of film, you will come away 
from the Festival with a better un- 
derstanding of the motion picture 
as a tool. 

It is a little difficult to realize 
that more than 600 people were in 
attendance. With about 10 screen- 
ing rooms being used simultaneous- 
ly, there were only one or two oc- 
casions when there was a gathering 
of people in quantity. Two very 
good friends could both attend the 
entire Festival without knowing of 
each other’s presence. But since the 
main purpose of the event was to 
see films, not people, there were no 
complaints on this score. 


> The films were judged in 33 cate- 
gories, which ranged alphabetical- 
ly from “Agriculture, conservation 
and natural resources” to “Sports 
and recreation,” with films and film- 
strips being judged separately. Of 
the two categories most important 
to ADVERTISING & SALES PROMOTION 
readers — “Sales and promotion” 
and “Public relations: commercial 
organizations’ — the first was one 
which I avoided. Not because this 
wasn’t an important category to this 
magazine, but because I had been 
asked to serve as chairman of the 
pre-screening committee for that 
category, and had already seen the 
entries. 

The duty of this committee was 
to look at each of the entries, to 
rate each, so that a selection of the 





best could be made for Festival 
screening. A Festival jury added 
its ratings to ours, to determine the 
winner of the final award. Thus, it 
was unnecessary for me to sit 
through the group of films on sales 
and promotion, and could afford the 
time to shop around and nibble at 
other banquet tables. 


> The winner in the “Sales & pro- 
motion” category was “Long Cool 
Summer,” reviewed below. Two 
filmstrips tied in this category. 
“Time” is reviewed below, and the 
other winner, “Highways,” pro- 
duced by Animatic for Reynolds 
Metals, was reviewed in A&SP for 
May. The public relations winner, 
“Mural: Midwest Metropolis,” pro- 
duced by Fred A. Niles Produc- 
tions for the Sperry & Hutchinson 
Co., was reviewed in January. “N-Y., 
N.Y.” received the award in the 
“Film as art” category, and is re- 
viewed below. “Discovering Color,” 
produced by Film Associates of 
California, received a tie award in 
“Graphic arts and architecture,” and 
is reviewed below. 

By the way, we at A&SP take 
some pride in the fact that none of 
the reviews printed below, of 
award-winning films, were written 
after the awards had been made. A 
number of them had been selected 
by our staff for screening even be- 
fore we know they had been en- 
tered in the Festival, not to say 
honored by an award. 


» Analyzing the trends is not easy. 
In this field there are bound to be 
changes and fluctuations, without 
there being a discernible trend. 


© Color, however, seems to be used 
more and more. The one exception 
is in films made specifically for tele- 
vision, and even here, color is creep- 
ing in. 


e Filmstrips are being made, al- 
though the Festival staff admits to 
difficulty in getting people to look 
at them. 


@ Producers, also according to 
EFLA, come and go. It has tried to 
build up and maintain a list of pos- 
sible entrants, but each year finds 
new ones asking for information, 


Small Projector Features 
Large TV-Type Screen 


Here is a new concept in visual selling that 
can definitely save time and money. This 
unique model 5516 P.R.C. Projector is 
designed for all types of businesses to pre- 
sell a prospect, or a group, in the business 
office or store and in the home. Pictur- 
Record holds 16 2x2 slides which project 
on the TV-type screen to 8%" x 12” in 
color or black and white. Easy to operate 
with little maintenance cost. Just push but- 
ton to change slides or set it on automatic 
and it runs itself. It’s easy to carry — 
weighs only 20 lbs. 

EASY TO CHANGE. Simply lift the TV 
screen unit, insert Pictur-Record on spin- 
dle. It’s as easy as changing a phonograph. 
Slides can be inserted into Pictur-Record 
with a flick of the finger. 

PRICE COMPLETE - $225.00 


For further information, write 
PICTURE RECORDING COMPANY 
Oconomowoc, Wisconsin LOgan 7-2604 


Daisy 
THE 
OU-PLEX 


Du-Plex Onvelopes 
Are Best 
By Popular Choice 


Write For 
Samples Today! 


DU-PLEX 


ONVELOPE CORPORATION 


3026 Franklin Bivd., Chicago 12, Ill. 
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and old ones vanished without a 
trace. Of course, there are familiar 
names that appear year after year, 
but this is still a bubbling business. 


> Put EFLA’s address — 250 W 57th 
St., N. Y. 19 — in your file. If you 
have produced or sponsored a film 
during 1961 of which you can be 
proud, this Festival is the best place 
for you to place it on exhibit, so it 
can be compared with the products 
of other film-makers. While there 
are complaints of misplaced and un- 


Film Technique 
15 min., color m.p.; 
distributed by Francis 
Thompson Inc., 935 Second Av., New 
York 22; sale, $200 


produced anc 


The camera is usually thought of 
as a realistic instrument of repro- 
duction. What goes on before the 
lens is captured on film. But in the 
proper hands, the motion picture 
camera is a creative tool, and this 
film, an experimental one, is an ex- 
cellent example of what can be 
done. 

It is an impression of a day in the 
life of a great city, and it is done, 
almost completely from beginning to 
end, with scenes that are distorted, 
out-of-focus, double, triple or 
multiple printed. The original sub- 
ject at which the lens was pointed 
is usually recognizable, but often 
only barely. 

Yet each sequence gives a clear 
and unmistakeable impression. 
There is communication, in spite of 
the fact that the individual building 
blocks do not, by themselves, make 
sense. 

If you are interested in using film 
to communicate, in increasing the 
emotional impact of your films, in 
saying things indirectly that you 
cannot express explicitly, see this 
film and study it. It may be a shock- 
er, but in it there are lessons to be 
learned. It is true that no com- 
mercially-sponsored film could use 
these techniques just as they are, 
but it is equally true that few com- 
mercially-sponsored films could not 
use more imagination of the kind 
exhibited here R.B.K. 


Public Relations 


The Long Cool Summer 


After you see this short film, you 
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defined categories, there always will 
be, I fear. The conditions for judg- 
ing here are as valid as any that 
exist anywhere today. 

And if you are interested in the 
film as a tool of promotion, public 
relations, training or education, here 
is an opportunity to see many films, 
many techniques, many ways of 
handling material cinematically. 
Here is a place for stimulating the 
imagination. Save some time on 
your schedule for the 1962 Festival. 

R.B.K. 


want to go right out and start mak- 
ing and serving iced coffee. And 
since this is its purpose, it must be 
counted as a successful film. 

Good photography catches the ap- 
petizing quality of unusual cold 
drinks using coffee. The directions 
make it seem very simple — and 
very desirable. 

The only objection is that one 
tends to forget the detailed direc- 
tions of each recipe as those for the 
next are given. One supposes that 
they are all available in a leaflet 
that accompanies the film, but if so, 
there is no indication of that in the 
picture or the commentary. R.B.K. 


Sales & Promotion 


Time .. . sound 
for Time Inc. by Elektra 


46th St., N. Y. 36 


Here is a filmstrip that uses 250 
frames in somewhat less than three 
minutes. At this speed, it is hardly 
worth putting it in the same class 
as a filmstrip, which is ordinarily 
considered a series of still pictures. 
These don’t stand still long enough 
to fall in this category. 

The frames are carefully designed 
so that you can get their essence in 
the fraction of a second they remain 
on the screen. Carefully planned 
motion, using familiar elements, 
keeps you from being confused. It 
is designed to give you an impres- 
sion of the broad coverage of Time, 
and this it does. It is, 
successful tour de force. 

It is not easy to get a print of this 
for your own use, since it requires a 
projector with a rapid advance and 
a remote control, such as the Du- 
Kane Auditorium, and a dual-chan- 
nel tape recorder to read the sound 
track. But if you are in New York, 
drop into the reception center of the 
Time-Life building, and look at it. 
It’s almost worth the trip to Man- 
hattan. R.B.K. 


in short, a 


Teaching Aid 


Discovering Color... 15 min., color motion 
picture, produced and distributed by Film 
Associates of California, 11014 Santa Mon 


ica Blvd., Los Angeles 25. 


Here is a film that is faithful to 
its title. For while, properly speak- 
ing, no one will “discover” color 
though this film, the viewer does 
have a sense of re-discovering its 
beauty. 

Designed as a basic lesson in color 
science for children in the elemen- 
tary and junior high-school grades, 
it makes the learning of ABC’s an 
exciting experience. The ABC’s in 
this case are the three main charac- 
teristics of color: hue or shade; 
value, lightness or darkness; and 
intensity, brightness or dullness. To 
demonstrate each of these, pure 
color is poured on to white paper 
and then mixed with other colors, 
or black or white, to illustrate the 
color laws. 

Often, the eye is dazzled as the 
screen fills with rich pools of pure 
red or yellow, colors which seem all 
the more bright because they are 
rarely seen in their pure form. The 
film further exploits all the possi- 
bilities of its subject with frame 
after frame of beautifully photo- 
graphed examples — the luscious 
red of one perfect strawberry, the 
cool green of plants on the ocean 
floor, the pale blue of a butterfly’s 
wings. 

The commentary gives a clear 
explanation of the basic elements 
of a not-so-simple subject. Great 
care has been taken to avoid getting 
entangled in complex scientific ex- 
planations. More sophisticated as- 
pects of color such as relationships 
on the color wheel, laws of com- 
plements and off-complements, emo- 
tional connotations etc., are not 
mentioned. 

It is obvious that this film was 
made by people who had their pur- 
pose clearly in mind. They knew 
just exactly what they wanted to 
say, and to whom, and then found 
a way to say it simply, directly, and 
very effectively. Even with this 
careful limitation of subject and 
approach, “Discovering Color” has 
unlimited audience appeal. Though 
it teaches a lesson simple enough 
for a sixth grader to grasp, the tone 
is not childish, and the pace is not 
slow; it is sure to capture the in- 
terest of anyone but the profes- 
sional artist. And even he will be 
totally absorbed by the visual feast 
it offers, which is rich fare for any 
group’s enjoyment. 1.K.F. 





Charles Luftig Explains 
Tape Synchronization 


A system for the automatic and 
instantaneous synchronization of 
audio and video tapes has been an- 
nounced by the Skelton & Luftig 
Laboratories division, Skelton 
Studios, 1416 N. La Brea, Holly- 
wood 28, Cal. 

The system consists basically of a 
multiple channel tape recorder 
which runs in lip synchronization 
with the video tape machines. 

Both audio and video tape ma- 
chines can be started from a dead 
stop and remain for any period in 
synchronization which is immediate 
and completely automatic, Charles 
Luftig, executive vice president of 
the company, said. He added that 
such factors as tape stretch are com- 
pensated for automatically. 

According to Mr. Luftig, the sys- 
tem permits the same type of re- 
cording system now used for motion 
picture film in which the recording 
and editing of sound takes place on 
separate recording machines. 

One advantage of the double 
sound system is its ability to add 
any music or sound effects to the 
video tape picture after the latter 
has been completed. Formerly an 
intermediate step such as_ kine- 
scoping was necessary. 44 


Sales Promotion Use for 
Printed, Nested Boxes 


Maybe Pitch Pak can help your 
sales. 

It is a series of nested boxes, with 
a different selling message printed 
on each of the four sizes of each 
box. It comes in two sizes: a 15” 
square set for large meeting pres- 
entations and store display use and 
a 7” square set of nested boxes for 
person to person selling and in-store 
displays. 

A folder is available. 

. for more details circle 632, page 127 


Projection Optics 
Issues New Catalog 


A catalog of basic materials avail- 
able for use with overhead pro- 
jectors has been issued by Projec- 
tion Optics Co. Inc., East Orange, 
N.J. 

The publication lists materials and 
methods for the preparation of 
transparent slides for overhead 
projection, carrying cases for sup- 
plies, projectors, etc. 

- + « for more details circle 633, page 127 
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More effective labeling and tagging! 


Time was when most labels and tags were 
considered routine peating, jobs. Those 
days are gone forever . he growth of 
self-service consumer buying has made top 
management realize the importance of tags 
and labels as selling tools at the point-of- 
sale . . . and increased the responsibility of 
the men who buy them. 


Today, tag and label buyers look beyond 
first cost to the job to be done. They look 
for tagging and labeling techniques that 
increase point-of-sale effectiveness, meet 
difficult specifications or reduce over-all 
costs. 


Naturally, many of these value-minded 
buyers look first to Dennison . . . originator 
of more new labeling and tagging tech- 
niques than any other single source. A few 
examples of eehinnpesivhes teamwork 
between buyers and Dennison are briefly 
reviewed here. 


Creating 
decal effects 


Beer and safety razor blades have little in 
common. Yet, both have profited from a 
labeling technique that speeds and simpli- 
fies decoration. 


Schmidt’s of Philadelphia celebrated 
its 100th anniversary as a brewer in 1960 

. with a Dennison split-top pressure- 
sensitive label playing a major role. 
Printed in three colors on transparent 
acetate and gummed with permanent 
Dennison PRES-a-ply® adhesive, it simu- 
lated a decal in appearance and clinging 
power. But, how different in application 
ease. No soaking in water. No sliding into 
position. Just a zip of its paper backing. . . 
a pat of the fingers . . . and there it was on 
an automobile or truck window. All of 
Schmidt’s employees and_ distributors 
participated. 


Gillette used the same labeling tech- 
nique to redecorate thousands of counter 
cases when the Super Blue Blade hit the 
market with history-making impact in 
1960. This Dennison PRES-a-ply label 
was printed in red, white and blue on trans- 
parent acetate to match the ‘“‘price’”’ spots 
already silk-screened on the glass cover of 
Gillette’s full-line display case. Neatly and 
securely applied in seconds by finger-tip 
pressure, it saved time and bother for 
Gillette salesmen as they made their pre- 
promotion rounds. 


Other users of this PRES-a-ply label- 
ing technique find it the quickest, easiest 
way to add new prices, premium offers and 
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other promotional or variable information 
to existing packages or displays. High- 
speed Dennison PRES-a-ply label dispens- 
ers keep application costs amazingly low. 


Giving “‘Easy on’’ labels 
extra “‘Stay on’”’ power! 


Few users of labels must meet such de- 
manding specifications as meat processors. 
For, the US Department of Agriculture, a 
strict task master, insists on meat prod- 
ucts being permanently labeled according 
to its regulations for consumer protection. 


Cryovac film packaging of poultry, 
for example, calls for the application of a 
USDA inspection label after the film has 
been shrunk tightly around the bird in 
boiling water. The labeled package is then 
subjected to hours in a deep freeze. Yet, the 
label must remain 100°, tamper-proof. For 
a Tennessee processor, Dennison supplied 
a pressure-sensitive label with such perma- 
nent adhesion that it cannot be removed 
without detection. To the customer’s de- 
light, the USDA inspector gave his com- 
plete approval not only for use on Cryovac 
film but also on waxed paper overwraps 
and waxed board boxes. 


This same Dennison PRES-a-ply label- 
ing technique is also bringing The Lohrey 
Packing Co. of Cincinnati can other feder- 
ally inspected meat packers the benefits of 
strong adhesion. USDA regulations specify 
the labeling of stainless steel trucks and 
containers for meat and meat products. 
Each time a truck or container is emptied, 
it must be thoroughly steam-cleaned before 
re-use. Previous labels washed off after 
each use and often clogged drains, causing 
costly plumbing bills. 


Dennison solved the problem by supplying 
PRES-a-ply labels with an adhesive so 
strong that even steam cleaning could not 
take it off! Printed on water-proof stock 
with grease-proof ink and over-varnished, 
these labels survive 40 washings! The 
Lohrey Packing Co. no longer has to worry 
about continually reordering and applying 
labels to their containers. A big headache 
has been removed. 
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If you need labels that will stay on 
through steam cleaning, freezing or any 
other harsh environment — you need per- 
manent PRES-a-ply. 


New stringless technique 
slashes tagging costs! 


A stripe of self-sticking adhesive on the 
back of the tag is now replacing the tradi- 
tional string or wire in many cases. 


This new tagging technique not only 
reduces attaching costs but also brings the 
benefits of tagging to products formerly 
considered impossible, impractical or diffi- 
cult to tag. 


With the self-sticking stripe on one 
end, as on the back of the Georgetown 
Steel & Wire Co. tag, you have a new 
wrap-around technique. It is now increas- 
ing the point-of-purchase appeal of such 
widely varied products as tools, home 
appliances, luggage and furniture. Other 
users apply these tags directly to doors, 
windows, lumber, trunks, tires, wind- 
shields and toys. 


In-plant applications of this new tech- 
nique employ couponed system tags for 
production, piece-work and _ inventory 
control. 


NEW FACT FOLDER! 


If you’re responsible for getting more sales 
impact per dollar out of tags and labels or 
reducing over-all labeling and tagging 
costs, this free fact folder will prove 
invaluable to you. It describes techniques 
and shows samples 
that are now increas- 
ing sales and profits 
for some of America’s 
most successful mar- 
keters. For your free 
copy, write directly 
to Dennison Mfg. 
Co., Dept. T292. 
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Dennison 
Helping you compete more effectively 
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By Francois Pasquallini 


One of the most outstanding 
publicity stunts ever devised was 
that thought up by a group of 
European fiberglass manufacturers 
to prove the near-perfect insula- 
tion provided by their product. 

To achieve their purpose in a 
spectacular way, the six-nation re- 
search body decided to cut a colos- 
sal ice chunk from the ancient 
Swartisen glacier, in the norther- 
most region of Norway, and ship it 
to central Africa across the largest, 
hottest desert on earth, the Sahara, 
in a ten-inch thick fiberglass con- 
tainer specially fabricated for the 
experiment. The total distance 
covered by this unusual safari be- 
tween its starting point in Northern 
Norway and its destination, Dr. 
Schweitzer’s famous hospital in 
Lambaréné, Equatorial Africa, was 
12,000 kilometers. 


> The three-ton block of millenarian 
ice was loaded onto a sturdy seven- 
ton truck at Mo-I-Rama, in the 
Polar Circle, on February 22, and 
rode down Norway, Denmark, Ger- 
many, the Netherlands, Belgium and 
part of France. This 4,000-kilometer 
first leg of its journey took it to 
Paris on February 27, where the 
seven-man, three-vehicle caravan 
(a bus and a passenger car also ac- 
companied the truck) was joined 


How fo 
pack ice for 
fhe tropics 


Shipping three tons of glacial ice from the 
Arctic Circle to Equatorial Africa 
takes some special packaging techniques. 


by a French truck driver with 
countless Sahara crossings to his 
credit, whose job was to serve as a 
guide for the toughest part of the 
long, hot ride. 

The strange motorized safari got 
to Marseilles, the famous “Port of 
Seven Seas,” on February 28, and 
was welcomed by the local author- 
ities, who gave a big reception to 
celebrate its arrival. Among the 
guests of honor were the consuls of 
Belgium, Norway, Denmark, 
Sweden, and many officials from 
the maritime and industrial worlds, 
as well as the vice-president of the 
steamship company Société Gen- 
erale des Transports Maritimes, 
whose vessel, the Sidi-Mabrouk, 
was to ferry the little convoy across 
the Mediterranean Sea to Algiers. 


>» At nine-thirty on the same date, 
the huge ice-bearing truck was 
lifted onto the ship’s deck by a 
special pontoon-crane, because the 
twelve-ton load could not be han- 
dled by ordinary port facilities. 
(Besides the bulky ice chunk, the 
vehicle also carried a heavy assort- 
ment of medical supplies and equip- 
ment for Dr. Schweitzer’s hospital, 
along with personal gifts for the 
great man, offered by Western Ger- 
many, Belgium, Denmark, France, 
Norway and Sweden). 

A crowd of reporters from the 
three local dailies and several other 


press organizations watched the op- 
eration, and it was the first time 
the loading of a motor truck aboard 
a ship was given so much news 
coverage. 

Through an interpreter, Mr. Sivert 
Klevan, the Norwegian engineer in 
charge of the expedition, explained 
that so far no melting water had 
collected in the four side and back 
tanks provided on the truck for 
that purpose, but of course the 
toughest part of the trip, the 
scorching 7,000-kilometer African 
ride, still lay ahead. 

M. Cornéde, the French driver, 
added that everything had been go- 
ing fine up to then. 

“We even reached Marseilles five 
minutes ahead of schedule,” he said. 
“But it won’t be so smooth all the 
way through. Two rough stretches 
await us in the Sahara: Taman- 


rasset-Inguezzam, and Inguezzam- 
Agadeés.” 


>’ At eleven o'clock that morning, 
the Sidi-Mabrouk sailed for Algiers 
with the little caravan aboard. It 
reached the “White City” (“Alger- 
la-Blanche,” as the French call it) 
on March 1. 

The next day was spent in prep- 
arations for the grueling trans- 
saharian trip, including provision 
of a military escort to protect the 
three-vehicle convoy against pos- 
sible rebel attacks during the cross- 
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BLACK BOARDS 


On Plastic Pressure Sensitive 


Peel off the backing and 
apply to clean surface, 
Indoor or Outdoor use, 
Lasts Indefinitely. Sizes up 
to 27” x 37”. Printed with 
your advertising message 
in color. 


SALES 
PROMOTION 
PRODUCTS, INC. 
5702 DETROIT AVE. 
CLEVELAND 2, OHIO 


Your Most Valued Possession, 
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let A-B EMBLEM CORP. 


Create a Swiss Embroidered 


Emblem FOR YOU! 


SWISS Embroidered Emblems with your 

¢ BrandName «FirmName_ « Trade Mark 
* Motto * Slogan ¢ Selling Sentence 
HAVE HUNDREDS OF SALES PROMOTION USES! 
FREE DESIGN SKETCHES IN FULL COLOR. Send 
clippings, photostats or photos etc. Also specify 


quantity of emblems you will need, FREE 68- 
PAGE CATALOG ON REQUEST 


A-B EMBLEM (4, 
Fourth Generation in The Finest Swiss Embroidered Embiems 
519 3Oth St., Union City, N. J. 
Use handy coupon 

519 30th St 
A-B EMBLEM CORP. Union City, N.d 
Please send me your catalog. 
Firm Name 
Per 
Address 
City 
Zone State 
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ing of southern Algerian territories. 

From then on, the real test for 
the ice chunk began. 

When the motorized caravan left 
Algiers, on March 3, only three 
liters of water had collected into 
the tanks. By the time it reached 
Inguezzam, in the southern part of 
the Sahara desert, on March 12, the 
melting had produced 131 liters of 
water, and a spokesman for the 
fiberglass manufacturers who or- 
ganized the trip estimated that the 
ice block would weigh about two- 
and-a-half tons by the time it got 
to its final destination in Equatorial 
Africa. 

Two days later, on March 14, the 
ice-toting truck and its automotive 
satellites thundered into Zinder, in 
the Niger territory, 7,500 kilometers 
from their starting point in the 
Arctic Circle. During this stretch, 
the ice had lost a further 46 liters 
of water. The maximum tempera- 
ture encountered up to that point 
had been 50 degrees Centigrade, 
against an expected 55 degrees. 


> The next leg of the journey took 
the convoy to Douala, a large sea- 
port in the Cameroons, where it 
had to be shipped again (aboard a 
freighter, this time) because of the 
heavy equatorial rainfalls which 
make the roads unusable in that 
area at that time of the year. 

The freighter, SS Hoffa, put in at 
Libreville, Gabon, on March 23. By 
then, the total quantity of water 
collected in the side and back tanks 
amounted to 336 liters. In other 
words, the ice chunk was now 336 
kilograms short of its original 
weight. 

At Libreville, the little caravan 
was unshipped and rode on to Lam- 
baréné, where the polar ice and the 
other gifts transported by the truck 
were “officially” delivered to Dr. 
Schweitzer on March 24, in a press- 
covered ceremony. 

In view of the relatively small 
amount of ice that melted into water 
during the long, hot ride (about ten 
percent of the original weight), the 
experiment was considered a suc- 
cess. 44 


Avery Introduces Three 
Label Innovations 


The results of testing new ideas 
for pressure-sensitive labels have 
been announced by Avery Label Co. 
in the introduction of three new 
products. 


e K-6 ... a new adhesive with 


superior removable qualities. The 
company reports it to be excellent 
as a protective mask on the backs 
of watch cases and for plastic and 
glass lenses because it can be re- 
moved very easily without leaving 
a trace of adhesive. Other applica- 
tions include labels for tape, tape 
reels, feel, and seasonal labels for 
candy, liquor and tobacco products. 
Adhesion does not build up with 
age and the adhesive withstands 
exposure to sunlight ten times long- 
er than previous removable adhe- 
sives without breaking down. 


® MH stock .. . a heavy-duty im- 
pregnated material for labels which 
is both flexible and tough. It ex- 
hibits excellent resistance to water, 
grease, soap and dilute acids. 


e Flex . . . a limp, durable label 
paper with superior resistance to 
heat. It also offers resistance to 
water, grease, soap and dilute acids 
on a somewhat lessened basis than 
the MH stock. 

Additional information on ll 
three products can be obtained from 
Avery Label Co., 1616 S. California 
Av., Monrovia, Cal. 44 


Film Packaging Facts 
Covered in Kit 


An illustrated fact file on various 
types of film packages is available 
from the American Packaging Corp., 
Cleveland. 

Materials in the file cover design, 
production techniques, and mer- 
chandising advantages of skin, blis- 
ter, and flexible film packaging. 
Also included in the kits are leaflets 
on plastic blisters and trays, skin 
packaging board and blister cards. 
Copies of the kit are available. 

- for more details circle 607, page 127 


Hollander Able-Stiks 
Shown in Brochure 


A selection of 20 designs of “able- 
stik” pressure-sensitive labels is 
shown in a color brochure from 
Allen Hollander Co., New York. 

Although stock items, the self- 
sticking labels are called “Custom 
Design,” and are available with 
borders printed in gold or silver ink, 
ready for copy imprint. 

Five label sizes are available in 
each of four shapes: round, oval, 
square and rectangular. Border 
treatment is different in each of the 
twenty designs. The labels can be 
supplied either single cut or in rolls. 

The individual labels are avail- 





able as peel-slit or “sharco” styles. 
Peel-slit units are square-cornered 
labels that have a die-cut slit to 
permit the easy removal of the label 
backing paper. The sharco style 
labels are die-cut and delivered in 
individual pieces with the outer 
waste material intact making it easy 
to remove this from the backing 
paper. Both styles are good for 
hand-application. Custom designs 
are printed on white, high-gloss 
“Kromekote” paper with choice of 
pressure-sensitive adhesive to meet 


desired holding qualities. 
+ « for more details circle 608, page 127 


New Packaging Innovation 
Shows Giant Teamwork 


A new shrink-closure package, 
combining the benefits of aluminum 
and film, has been developed 
through the joint efforts of Ekco- 
Alcoa Containers Inc., and the 
Cryovac Div., W.R. Grace & Co. 

The new package is an aluminum 
container with a shrink-on trans- 
parent film cover which fastens 
securely to the container rim. The 
resulting package offers the long 
shelf-life of aluminum plus the 
complete product visibility possible 
only with film. 

The shrink-film cover is made of 
“Cryovac L,” a polyethylene 
stretch-oriented in two directions. 
It is reported to have a tensile 
strength four to six times greater 
than that of conventional low den- 
sity polyethylene. In use it is 
shrunk to as much as 50% of its 
original size ensuring its conformity 
to the contours of the packaged 
product without relaxing its shrink 
tension under varying conditions of 
pressure, temperature or humidity. 

Uniformity of shrinking keeps 
printed messages on the film in 
focus and register. Printing designs 
can be applied in one to four colors 
and if product visibility is not de- 
sired, the film can be completely 
over-printed. 

Ekco-Alcoa Containers has pre- 
pared a booklet outlining the per- 
formance, characteristics and ad- 
vantages of the new foil-film pack- 
age. 

- . for more details circle 609, page 127 


New Brochure Discusses 
Polyethylene Decoration 


A technical service bulletin on 
printing and decorating polyethyl- 
ene has been published by W. R. 
Grace & Co., Polymer Chemicals 
Div., Clifton, N.J. 


The 16-page brochure covers 


How you can slash 
mailing costs up to 


. .. and provide better protection 
for your publication 


Because Thilco Publication Wraps 

are available in such a wide range of 

grades, you can select a wrapper which 

is “Custom Made” to reduce your mail- 

ing costs and provide better protection for 

your magazine or catalog against weather, 

rough handling, abrasion and repeated impact 

in the mail. There’s no need to purchase 
cumbersome “general purpose oversize” cartons 
or envelopes which can waste thousands of 
dollars on mailing costs. For example, Allied 
Radio — world’s largest electronic supply 

house — protects the high quality of their 
catalog and effects fantastic savings with 
Thilco-Tuf Publication Wrap (a blond laminated 
duplex kraft). Check these cost comparison charts. 


PUBLICATION WRAPPER COSTS PUBLICATION WRAPPER WEIGHTS 


Comparable | Comparable Carton Envelope 


Carton Envelope 


Approx. Approx. 


Approx. 
Cost per M 
$92.00 


Approx. Weight per i 
Cost per M Wrapper 


$32.00 3 . 34 oz. 


Weight per 
Carton 


Figure out the amount of money you 
can save on initial material costs alone 
using Thilco-Tuf as an example. 


The remarkable weight savings result- 
ing from Thilco-Tuf Wraps can save you 
$.03 to $.07 per copy on postage costs. 


Pius advantages of 
THILCO Wrappers: 
« Economical 


® Provide full “mail-clad” 
protection against weather 
and handling 


« Lower material, handling and 
mailing costs over cartons 


* r 
es — PRINT-DECORATING too! 

All grades of Thilco Publication Wraps can be 
furnished Print-Decorated to enhance the eye- 
appeal of catalogs or magazines. You can call 
attention to special sales, editorial material or 
boost the prestige and sales building recognition 
of your company by imprinting slogans, etc. 


e Work well on automatic 
banding machinery 


e All grades available 
plain or Print-Decorated. 


Write today 
for samples and 
complete details. 
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variations in decorating techniques 
for both treated and untreated, low 
and high density polyethylenes. 
Specific information on each of 
these techniques includes discus- 
sions, with schematic diagrams, of 
hot stamping, flexography, gravure, 
offset lithography,  silkscreening, 
transfer labeling and four-color dry 
offset lithography. Included are de- 
scriptions of printing speeds, plate 
making, ink coverage and cost of 
equipment, plates and ink. 

The booklet is divided into sec- 
tions that cover methods of decorat- 
ing untreated polyethylene surfaces, 
treatment of polyethylene surfaces; 
tests related to treatment and ink 
adhesion; decorating extruded and 
molded polyethylene items, and ma- 
terials. 

An additional advantage is the 
appendix which lists some 250 
sources for the services, equipment 
and supplies described in the bro- 
chure. 

- for more details circle 610, page 127 


Stainless Steel Trim 
Offers Strong Adhesion 


Stainless steel foil with strong 
self-adhesive properties has been 
introduced by Fasson Products Div., 
Avery Adhesive Products Inc. 

Designed as a decorative or pro- 
tective trim, the new stainless steel 
can be applied to almost any clean, 
smooth dry surface. Initial contact 
adhesion is reported in a range from 
two to four lbs. per inch with a 
build-up in strength of 60 to 75% 
or more during the first three days. 

The adhesive side of the new ma- 
terial is protected by a special sili- 
cone release paper while the stain- 
less surface can be furnished with 
protective paper to. eliminate 
scratching or marring during han- 
dling and installation. 

Additional information is avail- 
able from Fasson Products, 250 
Chester St., Painesville, Ohio. 44 


Packaging Exposition... 


New Materials Shine 
at Exciting Show 


The Packaging Exposition, held 
this year in Chicago’s McCormick 
Place for the first time, seemed big- 
ger and prettier this year than ever 
before. Some exhibitors had a nos- 
talgic feeling for the dark recesses 
of the halls previously used, but on 
the whole, the efficient facilities of 
the exposition hall were welcomed. 
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One change on which some visi- 
tors commented was the decreased 
emphasis on machinery, and es- 
pecially machinery in _ operation. 
This is probably due to the growth 
of the specialized show which con- 
centrates on equipment, leaving the 
emphasis here on materials and 
methods. This seems to be a natural 
division, making it easier for both 
exhibitor and visitor. And it is ob- 
vious what with the complete use of 
McCormick Place, that there are 
enough people who want space, at 
least at this show. 


> From an exhibit standpoint, it is 
interesting to note how exhibitors 
are using controlled sound to cap- 
ture the undivided attention of 
visitors, fighting, in a sense, the 
normal sound level of a large and 
active show. A number of com- 
panies have adopted the familiar 
technique of furnishing headphones 
to listen to a movie commentary 
or a taped description of an exhibit 
panel, but a few have gone beyond 
this. 


® Hollingsworth & Whitney Div., 
Scott Paper Co., used the technique 
of having a sales talk given by at- 
tractive young ladies, but in pan- 
tomime, mouthing the words. To 
hear the talk, you picked up an ear 
phone and listened to a taped com- 
mentary. 


@® Monsanto Chemical Co. gave 
visitors a lightweight receiving set, 
with ear pieces. As they wandered 
around the exhibit area, which was 
fairly large, commentary on the 
exhibits was received from very 
short range radio transmitters. 


® Kimberly-Clark also used in- 
dividual radio receivers, but this 
was to receive the talk of a demon- 
strator whose voice, in this instance, 
was audible, although barely, to 
those who stood by. To hear her 
well, you picked up a small re- 
ceiver and held it to your ear. The 
receivers were fascinating, since 
they were about three inches in 
diameter, and about 10” long, made 
of clear plastic, so you could see 
the miniature electronic elements of 
which the circuit was made. 


© International Paper had perhaps 
the most spectacular way_of achiev- 
ing a captive audience. Called the 
‘Gator Ride, it consisted of an end- 
less belt which carried comfortable 
form-fitting modern chairs. As a 
visitor sat down, he was given a set 
of earphones to wear, and relaxing 
in the upholstery, he rode around 
the exhibit, picking up appropriate 


commentary as he passed each sec- 
tion. 


> But of course, all of this was pri- 
marily to tell about developments 
in packaging, and there were a 
number of things of interest. Here, 
as A&SP editors saw it, were some 
of the more important for adver- 
tising and sales promotion people. 


Safety Cap ..A bottle cap that 
cannot be removed accidentally, or 
by small children, might make a 
powerful sales appeal for drug 
manufacturers. Introduced by 
Brockway Glass Co., Brockway, Pa., 
the plastic cap must be pushed 
down while being turned if you 
want to engage the threads. If not, 
it can be turned indefinitely without 
catching. 


Plastic Netting . . An interesting 
new material is “Vexar,” introduced 
by Du Pont’s film department, Wil- 
mington, Del. This is like a netting, 
but rather than woven or knitted, 
it is of one piece, constructed by 
placing strands of plastic in position, 
and melting them together. Among 
the uses are bags in which to pack 
produce, as attractive wraps for 
bottled goods, and to hold in a 
single package a pair of tie-in items. 
It is also available in a semi-rigid 
form as well as in a flexible mesh. 
Many colors and sizes can be pro- 


duced. 


Foil and Fiber Cans. . Anaconda 
Aluminum Co., 1430 S. 13th St., 
Louisville 10, Ky., introduced an 
interesting development combining 
materials. It starts with the familiar, 
spiral-wound kraft board tube, used 
for mailing as well as for packing 
some items. But this one is lined, 
inside and out, with a lamination of 
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To MOVE men, deliver your message forcibly. 
Unleash its full power on paper deftly chosen 
to enhance meaning and mood. When you 
select paper, profit from the skilled creative 
counsel of your Oxford paper merchant. He 
is situated nearby—an experienced specialist 
who stocks the complete quality line of Oxford 
coated text and matching cover papers. Rely 
on your Oxford merchant to satisfy swiftly 
your every printing and budget requirement. 


Oxford North Star Papers, pride of the line, 
are a new family of trailing-blade-coated 
papers, distinguished for their remarkable 
levelness and their excellent printability. 
North Star superiority among coated papers 
can be demonstrated for you by your nearby 
Oxford merchant. For his name, drop us a 
card at 230 Park Avenue, New York 17,N.Y. 


paper | 
specialists y 

to the d 
graphic arts Ji / 
industry oi f 


NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 

Mainefoid Enamel 

NORTH STAR OFFSET PAPERS 

Polar Offset Enamel 

Polar Offset Enamel Dull 
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Mainefiex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK « CHICAGO « BOSTON 





foil and kraft paper, and closed on 
both ends by a disc of aluminum or 
tin plate. The secret of its success 
is in a special lap seal and a special 
coating of the foil used for the in- 
side, which prevents any of the con- 
tents from coming in contact with 
the cardboard. 

The new can, which can be 
handled on standard equipment, is 
less economical, both in production 
and in shipping, according to com- 
pany claims. Already being used for 
frozen oragne juice, it may be 
suitable for such products as motor 
oil, paints, popcorn, nuts, chemicals 
and other materials. 


Heat-Resistant Plastic . . East- 
man Chemical Products took a 
dramatic way to introduce a new 
plastic film, called Terafilm, pro- 
duced by Terafilm Corp., Stamford, 
Conn., from Tenite polyester. Sealed 
pouches of the new film, each with 
an ounce of corn kernels, were 
carried on a 3-minute ride via con- 
veyor belt through a battery of 
infra-red lamps. Visitors could 
watch, through glass panels, the 
corn popping during the hot ride, 
and incidentally, observe a_ vivid 
demonstration of the qualities of 
the film under heat. The pouches, 
which also contained oil and salt, 
neither of which affected the clarity 
of the film, were sealed electronic- 
ally using an ultrasonic sealing 
machine produced by Ultra Seal 
Inc., New York. 


Boilable Pouch . . An interesting 
combination pack was introduced 
by Kapak Products Co., 130 S. 
Wabasha St., St. Paul, Minn. Aimed 
at the boil-in-bag field, it consists 
of a plastic pouch, preassembled in- 
side a paper carton. According to 
the manufacturer, the new pack 
speeds up filling, eliminates the in- 
sertion of the pouch in a carton, 
protects the pouch, and gives large 
promotional panels. The pouch, of a 
3M polyester, is heat-sealed at 300 
to 400°F, but is unaffected by boil- 
ing water temperatures. 


Tetrahedral Containers . . Two 
exhibitors, Bemis Bro. Bag Co., 408 
Pine St., St. Louis, and Tetra Pak, 
939 Rahway Av., Union, N. J., 
showed machines that turned strips 
of plastic, paper, foil or combina- 
tions, into interesting shapes to 
contain liquids, semi-liquids and 
powders. The great advantage of 
this unusual shape is the economy 
of material. Bemis claims an eco- 
nomic advantage of up to 50% over 
a flat pack, 75% over a can, 85% 
over a bottle. 
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PACKAGED 
PROTECTED 
PRIVILEGED 


Now, any mailing—large or small, compact 
or bulky—can have that VIP* look! 
Have your next mailing wrapped in plastic, 


labeled and mailed by SCHWARZ PAPER 
COMPANY. oe 


*Very Important Package 


Mail it wrapped in prestige—wrapped in plastic! Your brochures, 

annual reports, house organs, catalogs, magazines can be wrapped 

we, in transparent or colored film at a cost often less than other methods 
of mailing. And, we’re set up to do the whole job, promptly, per- 

I fectly. We'll be happy to rush you quotations if you'll send us a 
sample-piece and tell us the quantity involved. Write us today. 


SCHWARZ PAPER COMPAN 1430 S. Canal St. Chicago 7, i. 


Make Type Talk Clearly 
incl @& lisa 


J. M. BUNDSCHO, INc., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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<@> AeEAS that sell at the point of sale 


Your pay-off advertising at the point of sale can be made more effective through CSP’s 
complete service. We do the whole job... create, design, produce...a single dis- 
play or a year-round program. We produce displays of every kind, plastic, cardboard, 
metal, cloth or you name it, including complete dealer kits. Whatever your product 
or market, we can do the whole job—from idea to distribution—better! For new 
brochure packed with ideas that sell, write us. 2635 North Kildare, Chicago 39, III. 
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Point-of-purchase advertising is 
one of the major functions of sales 
promotion at Johnson’s Wax. Our 
department is responsible for plan- 
ning, creating, producing, and dis- 
tributing display material. We han- 
dle this medium for our product 
managers much the same way as 
our agencies handle other forms of 
advertising. 

This is a good system, and I think 
we do a good job. We get as much 
for our point-of-purchase dollar as 
any company which sells through 
supermarkets. But we have a few 
problems: 


1. We are not sure that we are 
buying display material in the 
right way. 


2. We have some difficulty getting 
our material used effectively. 


3. We are not sure that our use of 
the medium is profitable. 


I think we do as good a job with 
point-of-purchase advertising as 
anyone in our field, but I am not 
sure that is saying very much. 

I believe point-of-purchase ad- 
vertising is an extremely important 
and effective promotional tool. I 
also believe it is poorly managed 
and far less productive than it 
should be. Ours is. I am sure only a 
small percentage of the display ma- 
terial we produce is really doing 


Mr. Duncan is sales promotion manager 
for household products, S. C. Johnson & 
Son Inc., Racine, Wis. 


Can Point-of-Purchase 
Justify Itself? 


J. K. DUNCAN 


the job we intended it to do. Even 
if a few displays do their job so well 
that they justify the whole program, 
that doesn’t make it right. After all, 
if the medium is profitable with 
perhaps 50% waste, think what it 
would be if we could cut the waste 
to 25%! 


> Now to the problems. The first 
one is how to buy the best possible 
display at the lowest possible price? 

The most popular technique seems 
to be to call in several suppliers, 
tell them the problems and let them 
suggest a solution. On the surface, 
this sounds like a good technique, 
but we have found that it has some 
drawbacks. It takes a great deal of 
time to explain a problem to several 
different people. And when we have 
tried it, we have wondered why we 
bothered. 

Few, if any, of the display sug- 
gestions we get on this basis are 
satisfactory solutions to the prob- 
lem. About all we have ended up 
with is some exploratory thinking. 
We usually tried to pick the suppli- 
er who had done the best thinking, 
but it never seemed quite fair or 
very efficient. 

The suppliers themselves say they 
abhor this method of doing business. 

The other method we have tried 
is to work closely with a single 
source to develop a usable display. 
This has provduced some very effec- 
tive point-of-purchase material for 
us, but we always have a difficult 
time proving that we are paying 
competitive prices. It is especially 


P.O.P. for What? . . . Above is the dis- 
play designed for a Johnson spring 
cleaning promotion, but sometimes it 
ended up in the produce department. 
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difficult when there are so many 
suppliers coming around to offer to 
supply alternative solutions to the 
same problem free. 

Buying displays is a problem, but 
it is not the biggest problem by any 
means. I think some very good dis- 
play material is designed and pro- 
duced at some pretty fair prices in 
spite of the system. 


> We spend all of our time and ef- 
fort creating and buying displays. 
We debate shades of color and re- 
production techniques. We strive for 
something new and different. When 
we get it, we let someone throw to- 
gether an instruction sheet and ship 
20 displays to each salesman, while 
we go on to the next project. 

We forget that the display itself 
has very little to do with its being 
accepted by the trade. We forget 
that acceptance does not necessarily 
mean the display will be put up in a 
store. We forget that even having a 
display piece put up does not guar- 
antee that it will do the job for 
which it was intended. 

Our point-of-purchase program is 
successful, but I would hate to spec- 
ulate on how many of our displays 
get by all three of these hurdles 
and really sell Johnson’s Wax prod- 
ucts at the point-of-purchase. 


> The big bugaboo of this industry 
used to be the first hurdle—accept- 
ance. Then we learned to ask the 
trade what sort of material they 
would use and our troubles were 
over. At least they seem to be over. 

Of course, I have to admit that 
our salesmen don’t say very much 
when an account turns down a dis- 
play. But when a major customer 
accepts one of our displays, the fact 
is proudly announced in a weekly 
sales report—sometimes for several 
weeks in a row. 

This conscientious reporting, 
which is duly rewarded with special 
service from the sales promotion 
department, used to make quite an 
impression on my boss. Then he got 
too chummy with some of our cus- 
tomers and learned that a retailer 
may accept a display just to be nice. 
After all, this is usually his chance 
to say “yes” without spending a 
dime. 

At the present time, we don’t 
worry too much about getting dis- 
plays accepted—we worry more 
about getting them used. 


> We can prove that displays sell 
merchandise . . . but we can’t prove 
that display material sells merchan- 
dise. As a matter of fact, most of the 
display research I have seen does 


52 + A&SP + June 1961 


Which Sells Merchandise? . . . The 
pole display on the left, in full color, 
and with a flashing light inside the 


Glo-Coat can, 


was effective, and 


won space, but did it sell any more 
merchandise than the simple mass 


display on the 


right, 


which cost 


almost nothing to produce? 


not even take display material into 
consideration. 

Of course, we have _ success 
stories: Accounts that wouldn’t buy 
the product until they saw the dis- 
play; orders that were cancelled be- 
cause we couldn’t supply display 
material. 

We have testimonials . . . but so 
have a lot of people who sell phony 
patent medicines. 

We don’t think the success stories 
are phony, but frankly we don’t 
think they are truly representative. 


> These are my problems in the 
field of point-of-purchase advertis- 
ing. They are not earth-shaking. 
Our program is not in jeopardy. My 
company still believes in and buys 
point-of-purchase advertising mate- 
rial, but we do it on faith, not fact, 


and we always wonder if it really 
pays off. 

What bothers me is this: the situ- 
ation hasn’t changed in years and 
years, and I think it could. 

If the sales promotion executives 
in SPEA who manage point-of-pur- 
chase advertising programs got to- 
gether to take an honest look at this 
promotional medium—at how to 
evaluate it, rather than how to pro- 
mote it... at how to get more out 
of point-of-purchase, rather than 
how to sell more display material— 
I think we could do a world of 
good. 


@ We might exchange information 
on our buying practices—what serv- 
ices we ask for and what we get. 


@® We might exchange at least ap- 
proximate figures on the prices we 
pay for specific displays. This might 
make us all better buyers of mate- 
rial . . . better judges of what we’re 
getting . . . better managers in the 
eyes of our managements. 


® We could exchange information 
and ideas for training the people 
who use our material. I imagine we 
have all done some thinking, and 
maybe a little work along these 
lines. But this is any easy project to 
put off. By getting together, we 
might get some action. 


For example, at Johnson’s Wax 
we developed a format for a display 
clinic to be held with our salesmen. 
This was a guided discussion where 
we let the men argue about what 
made a good display. They ended 
up teaching each other how to do a 
better job, and the results were 
gratifying. 

Of course, we haven’t had time 
to hold one of these clinics for over 
a year, but the idea is sound. 


>» SPEA might also promote the ex- 
change of research information: 
both techniques and results. Most of 
the published data tends to prove all 
displays are great. I would like to 
see some information about which 
kinds are best. I would also like to 
know if other people also come up 
with negative results once in a 
while. 

We are also looking for new ways 
to test material, too. For example, 
we found that one useful technique 
was to put up a display in a store 
and have someone watch it over a 
busy weekend. The results may not 
be statistically sound, but we found 
them extremely interesting. 

Maybe these specific ideas don’t 
interest you, but some other coop- 
erative efforts would: 


e A collection of order blanks for 
displays . . . or report forms. 


@ Information on distribution meth- 
ods and techniques for controlling 
inventories. 


e A library of successful rationalles 
for going over budget. 


If you haven’t guessed, I’m en- 
thusiastic about the possibilities. In 
fact, I let my enthusiasm run away 
with me and volunteered to help 
form a SPEA committee on Point- 
of-Purchase Advertising. The board 
of directors took me up on it so now 
I have another problem in this field. 

If you share my interest in point 
of purchase advertising—even if 
you don’t share my views—I would 
like to hear from you. Maybe we 
can get something going that will do 
us all some good. 44 





ou can save 
time and money 
when you order from an 


AUTHORIZED 7 
PLEXIGLAS 


Here’s why: 


1 Material you order from your Authorized PLexictas Dis- 
tributor is ready to use, cut in the exact sizes you want. 
SAVES YOU the cost of cutting operations and equipment, 
as well as scrap loss and waste. 


2. Your Authorized Distributor promptly delivers the quan- 
tities required for current use, as you need them. You don’t 
have to maintain inventory. SAVES YOU storage space, 
and the expense of materials handling, accounting and 
extra insurance. 


Your Authorized PLEXIGLAS Distributor’s stock includes almost 

any size and thickness of PLEXIGLAS® acrylic plastic . . . clear, 

colored, patterned and corrugated sheets . . . other plastics. . 

extruded sheets ... rods and tubes... and a wide range of acces- 

sory products. In addition, he is qualified to help you with fabri- PHILADELPHIA S,PA. 

cation and technical information. He is listed under PLEXIGLAS in Canada: Rohm & Haas Company of Canada, 
in the Plastics section of telephone directories in major cities. Ltd., West Hill, Ontario 
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No Painting! 
FasCal Truck Signs Cut Costs... 


Save Wesley’s $31 to $60 Per 
Truck Versus Painting 


If your company operates more than 10 

vehicles, you can make big savings by replac- 

ing costly hand painting with attractive, ; 

durable FasCal signs that take only minutes eee eens as 
to install . . . last for years. Can be made —_——— 
up in tough vinyl, gleaming “chrome” or 

transparent materials. 


. Combination Contest Blank — Oil Filter Sticker 
Send For Free Sample Kit eee Here’s a terrific sales promotion idea! Sticker is tipped- 


see how versatile FasCal is. For testing sam- on oil filter boxes at the factory by peeling off the 

l d “how-to” inf ti ‘te tod narrow strip of backing paper. Station attendant peels 
ao OUSS EECTEROR, WE ay. off the rest of the backing paper (printed as a contest 
profitable market, Fasson will send you entry blank), applies refill sticker to the door frame, 
samples, folders and FasCal prices. Write and sends the contest blank to the factory. 


today. 





New Easy-Off Comes Off Cleanly 


Eye-catching traffic builders get a welcome reception 
when made of Fasson’s new Easy-Off Plastic Sign mate- 
rial. They go on in seconds without water, glue or tape. 
Stay fresh looking, too .. . they’re vinyl. 


Double-Faced Mylar* Makes Anything Self-Adhesive 


Super-strong adhesive on both sides of new Fasson 
Double-Faced Mylar Tape makes signs and displays 
self-adhesive at extremely low cost. Applies quickly and 
easily from handy rolls... ready for immediate or future 
use by removing backing paper. Available in 44” to 54” 
wide rolls. 


*DuPont trademark for its polyester film 


Off it comes . . . quickly, cleanly. No sticky adhesive 
traces to irritate store owners. Perfect for special pro- 
motion truck and car signs too. Vinyl Easy-Off costs 
little more than self-adhesive papers. 


3-Year Old Fasson Stickers Still Peel Clean As A Whistle 


Had sad experiences with self-adhesive backing paper 
that wouldn’t peel off? Then look at these Fasson 
stickers. They’re three years old, yet backing peels 
off like new. 


Longer shelf life is just one of many advantages you get 
with Fasson . . . the best in self-adhesive materials. 


Send for free Fasson samples and literature today. 


fasson 


Dept. E 


Fasson Products 


An Avery Company 


* 250 Chester Street °* Painesville, Ohio 


Makers of Self-Adhesive Papers « Foils * Films « for Converters 





Sales Promotion 
Can be Exciting 


G. A. RAUCH 


Industrial 
| 


How many of you have ever 
cocked a leg over an armchair and 
wondered “Why industrial sales 
promotion?” Most of us working 
with industrial promotion, I am 
sure, have long envied the kind of 
budgets that are quite common in 
the consumer field. The real ques- 
tion is “Can we ever truly afford 
a full-blown promotional push for 
any industrial product?” 

Cutler-Hammer faced this ques- 


tion squarely as plans were gene- 
Car) Cae rating for the release of a brand 
new product. For many years we 


had manufactured a circuit break- 

2 er under license from another com- 

pany. In 1958, it was decided that 

s we should design our own breaker 

by and launch it as the new Safety- 
breaker in 1960. 

This move to build a_ breaker 
that was completely Cutler-Ham- 
mer followed closely on the heels 
of another important decision. A 


er new plant, which was rated as one 
 satetybreak 


a 


- MMER of the top ten in the United States 
e by Factory, had just come into pro- 
Protection you wte proud to make Criwiar duction on the very product line 


we proposed to re-engineer. 


> Many reasons clearly indicated the 
wisdom of making the change in 
this breaker, which finds its way 
to homes, commercial buildings and 


. factories via a network of over 
Counter Display . . . You can use point-of-purchase even for an industrial product. 


This unit, of formed plastic, held an actual sample to show the unexpected color 


of the product, plus a collection of individual controls. A jeweled red light served to 


Mr. Rauch is mgr., merchandising and sales 
catch the eye of the home-owner. 


promotion, Cutler-Hammer, Milwaukee. 


56 * A&SP + June 1961 





LANAEE. 4 new 


allery of modern flair colors 
from Strathmore 





This is EXPFeSSIVENESS .... paper to interpret the printed 


message in its most effective form, its most convincing terms. 


This is persuasiveness ... the look, the feel of quality—to 


add the importance of authority to every printed piece. 


This is inspiration ... excitement in texture and surface that 


invites invention...sparks imagination...suggests fresh approaches to 
design. 


This is Cc olor.. new gallery of modern-flair paper colors that 


suggests endless application, striking combinations of tone against tone. 


This is oy a nde eC ...a proud addition to Strathmore’s 


line. New now, it will soon be a staple to meet the ever growing demand 
for paper of truly outstanding quality and originality for today’s creative 


printing needs. For a complete sampling of GRANDEE, see your local 


Sranmore merctert: CTR ATH MORE 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASS. 


Paper is Partfof t 


Printed by offset lithography on 
Strathmore GRANDEE, Spanish Gold, Text Basis 80. 
Printed in the U.S. A. 
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included mailing pieces, window stream- 


. 
ers, specialties and even a 16mm sound 
color film was made available to build- Th 
ers and contractors 
more contractor customers. But 


more than anything, the rate of Wal! 
sale and the attitude of our distrib- 
utors confirmed earlier conclu- 
sions as 1959 wore on. Without : of 
doubt, the need for action became 3 
more and more obvious as half of 
our market gradually slipped away. V 

The problem now was one not V/s 
only to produce a new product but leaked 
to promote that product with our , 
salesmen, our distributors, and the 
electrical contractors—in fact to 
promote energetically with any 
possible customer. 

Good management dictates the 
need for a thorough review of all 
phases of the marketing problem, 
and this was no exception. Every 
aspect of our marketing operations 
was examined and out of this soul- 
searching grew a new corporate : No matter what you sell, if there’s a 
mark, a new advertising agency, 
and a new approach to sales pro- ™ the help of indoor or outdoor KOLUX 
motion—in fact, a new Cutler- : : 
Rename QUALITY SIGNS. Kolux signs get 


patrons there and direct them where the 


customer for it, it'll move far faster with 


» Getting ourselves geared to do a product is being sold. America’s 
ae cans usar canacet as ae biggest businesses look to KOLUX to help 
entire picture. Out of our thinking , do a better selling job for all manner of 
grew the format of a coordinated 
marketing plan to serve all oo “here is the place to buy!” And people do! 
product divisions. Sales promotion 

specifically was recognized as a 

shirt-sleeved approach to the sales- 3 Send today for the FREE, big, complete 
men’s problems and was given a P KOLUX CATALOG .. 
place in the field sales organiza- 
tion, directly responsible to the 
general sales manager. 

We chose to define the limits of 
sales promotion as the personal 
means and the techniques to truly 
support and guide the salesmen’s 
efforts. While some difference of 
opinion may well arise regarding 
our choice, we included truly re- 
lated items in the package—such as KOLUX CORPORATION 
trade shows, visual aids, training 1100 S. Main Street * Kokomo, Indiana 
aids, samples and displays, give- vechissomone 4 A SUBSIDIARY OF THE VICTOREEN INSTRUMENT COMPANY 
aways, banners, incentives, dem- 


things. Every Kolux sign says, in effect: 


. with every type of 
sign, letter and facility to meet all your 
POINT-OF-SALE needs promptly! 
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Make 
iat 


SEE FOR YOURSELF! Your low cost highway ‘‘tacker’’ signs can 
now sell harder, sell longer—reach 50% more motorists than ever before. 
Simply reflectorize with ‘‘Codit’’ Reflective Liquid. Voila! Your signs are 
selling all night. And at less cost per reader than last year’s daytime—only 
signs. See for yourself. Send for free miniature signs of ‘‘Codit’’ Reflective 


Liquid—and make the flashlight test right ODI © REFLECTIVE 
at your desk. Details on next page... LIQUID 


GLOSSY 
PRINTS 


9'2¢ 


EACH 
IN LOTS OF 100 


COF PRICE EACH 


NEG 


Standard delivery 3-5 days on any quantity. Special Delivery 
available on request. Write for complete catalog and price list 


UANTITY 


PHOTO COMPANY 
119 W. Hubbard St., Chicago 10, Ili 
Telephone: SU 7-8288 
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onstration kits and programs, etc. 
Because of the outstanding job 
which had already been done 
through the advertising department 
under L. P. Niessen, all space ad- 
vertising, catalogs, literature, direct 
mail and publicity were continued 
under the advertising manager re- 
porting directly to the marketing 
vice-president. Again it can be seen 
that the criterion of “personal sell- 
ing” aids or techniques make this 
division of responsibility logical. 


> Perhaps the biggest single prob- 
lem that we faced occurred to you 
immediately: “How can these re- 
sponsibilities be properly  coor- 
dinated?” Again using an objective 
approach, the answer was found 
in what we call our “Coordinated 
Marketing Plan.” 

There are two fundamental com- 
ponents in our marketing opera- 
tions. One is the field sales organi- 
zation which is responsible for 
securing orders, and reports to the 
general sales manager. 

The other is a group of product 
divisions, each headed by a product 
division manager responsible for 
providing the necessary products 
for the field sales organization to 
sell. These divisions report to an 
Apparatus sales manager. Since the 
individual product managers are 
responsible for profit, all costs 
eventually get back to the product 
itself as a part of getting that prod- 
uct to the market whether it is ad- 
vertising, sales promotion or any 
other expense. 

It is readily apparent under these 
circumstances that the key man in 
coordinating the marketing plan is 
the individual product manager. 


> A team was developed consisting 
of the product division manager, 
the advertising manager, and the 
manager of merchandising and 
sales promotion to work out the 
planning of all promotional activity. 
By means of regularly scheduled 
coordination meetings, this team 
maintains close communication on 
all programs including any function 
of advertising, sales promotion, 
publicity or other means of com- 
munication on any products. 

This is particularly significant 
when one visualizes the problem 
of indigestion that can easily de- 
velop at the field salesmen’s level. 
The best space campaign, the big- 
gest promotion or the most effec- 
tive publicity is doomed if the 
salesman fails to back this effort 
with whole-hearted support. 

Because sales promotion is a re- 
sponsibility reporting directly the 





general sales manager, it is sensi- 
tive to salesmen’s needs and prob- 
lems. We have found that changes, 
corrections or implementations on 
any promotion are greatly facili- 
tated and effectiveness vastly im- 
proved when the man who must 
put to use personal or impersonal 
selling aids has a direct voice in 
their planning, production and ex- 
ecution. 


> By way of illustration, we can 
use the case of the “mis-placed” 
circuit breaker. At the time our 
Safetybreaker was planned, the 
system of scheduling which starts 
with the division manager briefing 
the coordination team had not been 
fully developed. We, therefore, set 
up the first operations of this team 
and produced a master chart to 
schedule every important detail 
and determined check dates 
throughout the campaign which 
would insure effective follow- 
through and results. 

Each member of the team out- 
lined that part of the program 
which fell within his own respon- 
sibility and the over-all program 
was reviewed and finally approved. 
Every project in the finalized pro- 
gram was set up then on the master 
schedule with an individual respon- 
sible, assigned for completion of 
the project. Monthly meetings were 
scheduled to clear up any problems 
in communication, revisions in 
schedule, etc. 

Three different stages were em- 
phasized as the sequence to get the 
job finished. Once the campaign 
with its supporting materials was 
complete, Stage 1 was to promote 
the product and the promotion to 
the field sales force. Stage 2 was 
promotion of the product and the 
promotion to six-hundred distribu- 
tors. Stage 3 was the promotion of 
the product and the promotion to 
approximately 10,000 electrical con- 
tractors. 

All details of this three-part im- 
plementation were scheduled with- 
in a precise timetable so as to 
match in-stock dates and forecasted 
delivery times. Complete packages 
which would build enthusiasm 
among our own salesmen, spark 
effective promotional support from 
our distributors and excite the 
electrical contractors in a new con- 
cept that would be meaningful to 
all three were assembled. 


> The package which was put to- 
gether for the district sales group, 
including a series of fourteen re- 
gional meetings, was completed 
over a period of approximately five 





LOW COST SIGNS THAT SELL ALL NIGHT! Signs of ‘‘Codit”’ 
Reflective Liquid stand out brilliantly in headlight beams...75 times 
brighter than paint! You get 50% more readership. Plus greater impact. 
All at a practical price for your economy sign budget. Send for more facts 


plus free miniature signs—and make a test that will open your eyes! Write 
3M, Dept. RCQ-51, St. Paul, Minn. 
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Let’s face it: a guess is a gamble! 
You can eliminate needless guessing 
from your premium and contest 
promotions . . . increase results .. . 
reduce your anxieties—to a bearable 
minimum — by consulting us before 
you put your money down. 
We can’t guarantee you'll win 
every pot, but we can mark the deck 
for you. Why not send us the 
coupon below— now? 
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2402 University Ave., St. Paul 4, Minn. 
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weeks. A thoroughly briefed and 
practiced headquarters team of 
three sales managers made the en- 
tire tour, covering all aspects of 
the product itself and its release 
to the trade, the promotional and 
advertising campaign, and direc- 
tions on methods to be used by 
each salesman in carrying out his 
assignment. Each meeting was sep- 
arately supported by promotional 
props which included samples, a 
traveling backdrop, a_ full-color 
sound 16mm movie as well as 
sample promotional displays and 
meeting visuals. 

The salesman kit included a com- 
plete handbook which summarized 
all of the material covered in the 
regional meeting, a set of samples 
with a sample case, a flipchart to 
make individual presentations, and 
complete descriptive and 
data. 


pricing 


> Each sales manager in every of- 
fice was required to submit a 
schedule of announcement meet- 
ings with all of his distributors and 
contractors in his territory. At 
these distributor meetings, a com- 
plete description was given of the 
program as covered in a set of 
meeting instruction notes and 
copies of the prepared sales pres- 
entation, including 35mm slide vis- 
uals. The distributor was encour- 
aged to place an immediate stock 
order at which time he was to re- 
ceive his promotion package. 
Distributors were keyed in with 
the advertising schedule that in- 
cluded space in seven _ business 
publications, and a series of three 
direct mailings to electrical con- 


tractors and home builders. A 


point-of-purchase piece to display 


sample breakers and the _ typical 
panels, and announcement banners 
of elephant proportions, a sample 
kit of all promotional materials and 
complete catalog information, were 
then delivered to the distributor. 

Electrical 
licited to sign up as 


contractors were so- 
authorized 


Cutler-Hammer Safetybreaker con- 
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Salesmen’s Aids . 


. . An attache case with a built-in safetybreaker and a special flip- 


chart presentation were made available to Cutler-Hammer salesmen. 


tractors. The incentive here was to 
obtain through the purchase of a 
token initial stock a coordinated 
contractor’s promotion kit. This in- 
cluded a personalized rubber name 
stamp, adhesive-backed labels for 
product to serve call-back identity, 
job estimate sheets, sample adver- 
tising and literature pieces, iden- 
tification Mylar decal, a set of per- 
sonalized outdoor project identifi- 
cation signs, complete catalog and 
pricing data and a suggested pro- 
gram for promotional participation 
in the national campaign. 


> While most home builders or 
project developers do not become 
involved in the details of brand 
specifications on electrical service 
entrance equipment, a direct mail 
campaign and space advertising 
program was aimed at this market 
to help convey the new approach 
involved in the Safetybreaker de- 
sign. Where before this equipment 
had been most prosaic in appear- 
ance, color and styling were em- 
phasized to support the quality 
built into the product itself. 
Building contractors were urged 
to make Safetybreaker styling with 
its modern appearance and “Put it 
anywhere, don’t hide it” look, the 
sample of a quality electrical in- 
stallation. The basic philosophy was 
to foster equal attention to a vital 
part of everyday living that is 


Mailing Piece 

This unusual home, 
which can be mailed 
flat, was sent to 
building contractors 


normally ignored, difficult to see, 
and often misunderstood. 

The home owner, home builder, 
electrical contractor and electrical 
distributor are all inexplicably tied 
together in an endless chain. There 
is a self-generating momentum in 
this chain that has to do with gain- 
ing business and keeping it. Per- 
haps the biggest influence is ex- 
erted at the electrical contractor 
link in the chain because he has 
a broad discretion in _ selecting 
brands. However, he is influenced 
both by the builder and the elec- 
trical wholesaler and they all in 
turn have some influence on each 
other. 

Perhaps the weakest link is the 
home owner because of a continu- 
ing apathy toward any specific 
knowledge on most electrical con- 
struction materials. The consumer 
seems to follow the recommenda- 
tions of his builder and he in turn 
depends on the electrical contrac- 
tor. 


> Our campaign, as you see it here, 
was aimed at covering every phase 
of the market, building demand 
pressures at every level and pro- 
ducing a high degree of brand 
identification. We like to think of 
it as being a truly full-blown in- 
dustrial promotion. Naturally, we 
would not anticipate doing this 
same type of job every time on 
every product. Success, of course, 
is always measured in terms of any 
business—business retained that 
could have been lost or lost busi- 
ness regained. 

In this particular question, we do 
not feel that our campaign has run 
its course completely but we have 
sufficient evidence to establish that 
the slide which we experienced be- 
fore introducing the new product 
was arrested, a goodly portion of 
our loss of market regained, and a 
bright future lies ahead of us for 
continued growth. 44 





oui te way. UO better display... 


wily 


ee kleen-stik pressure -sensitive 


TWO-SIDED TAPES 


Instantly Convert Any Printed Piece Into A Complete, Self-Sticking P.O.P. Display 


Versatile Kleen-Stik Transfer Tapes get your selling Leading Advertisers Use Kleen-Stik for 1001 
points up at the Point of Purchase the sure, P.O.P. Applications 

easy way. Preferred by dealers because of their 
peel-and-press application — so more displays 
get used .. . do more selling for you. * 3-D Displays © Slide-Stiks 
Economically applied by your printer as part of ® Flange Displays © Package Stick-ons 
his process. Let moistureless, self-sticking +. end many mere 
Kleen-Stik displays point the way to bigger sales. 


® Window Streamers © Shelf Talkers 


2 Types meet every need 


e "D” Tape — multi-purpose economy tape for all 
light-weight uses 


@ Dubl-Stik — special heavy-duty adhesive holds heavier 
displays of cardboard, plastic, wood, etc. 


See your regular printer, lithographer or silk screener... 


7300 West Wilson Avenue Chicago 31, Illinois ot tata ie 


Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP 
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ADDRESSOGRAPH-MULTIGRAPH 
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Advertisers Buying Guide 


A) BG: 


There are advantages 

as well as limitations 

in trying to do your own 
printing in your own shop. 


By Ed Sachs 
A&SP Associate Editor 


Before you can make an intelli- 
gent purchase of a small offset press 
or duplicator for use in on-premise 
or in-plant printing, you should 
have an accurate evaluation of your 
printing requirements. 

If this sounds obvious, so does the 
warning, “Don’t play with matches.” 
The fact remains that every year, 
many children play with matches 
and get burned. And, you’d be sur- 
prised how many sales promotion 
executives become involved with the 
problems of purchasing this type of 
equipment before they know pre- 
cisely what its uses will be. 

So common is it for business men 
to put the cart before the printing 
horse, that most salesmen of this 
type of equipment come prepared, A 
veteran of many years of selling 
like A. Andrew Vigil, Chicago office, 
Photostat Corp., can come to a fair- 
ly complete understanding by ques- 
tioning the prospect. Salesmen of 
the Addressograph-Multigraph Corp. 
suggest taking a survey of your 
printing needs before talking about 
a specific machine. Other companies 
employ other ploys. 

Naturally, it is a rare salesman 
who will come up with a recom- 
mendation to buy other than his 
product. Nevertheless, most of them 
can be helpful in guiding you to the 
proper category of machine. 


> Generally, when a firm goes into 
in-plant printing and duplicating, it 
does so for any or all of three rea- 
sons: 


Cost . . present printing costs are 
running too high, and it is believed 


COPEASE that outside services cost too much; 
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ww the Sresher retresher 
Royal Crown. 
Cola 


OUTDOOR. 
INDOOR 
CLOCKS 
And 
SIGNS 


Sign Crafters, and their affili- 
ated companies, Plasti Signs, 
Inc. of Evansville and Neon 
Art Signs, Inc. of Louisville, 
offer a complete service to the 
quantity and individual sign 
user—everything from adver- 
tising clocks to extensive 
national dealer identification 
programs. The combined organ- 
izations have complete facilities 
for all types of electrical sign 
production. 


Write today for complete in- 
formation. Ask about our Sign 
Rental Program. 


Sign Crafters, Inc. 
AGB Rt Ee TTT LAL t | Aver 


1 Ken 
Evansville Indiar 
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Speed . . outside services are not 
giving delivery as promised, or are 
unable to provide as quick delivery 
as needed; 


Security . . much of the printing 
and duplicating contains information 
that should not be known outside of 
the firm. 


If these reasons are your reasons, 
you are on fairly safe ground in in- 
vestigating presses and duplicators. 
It is assumed that you have also 
considered these factors: 


1. Someone in your organization is 
qualified to operate the equipment. 
And if your purchase involves 
equipment that needs special per- 
sonnel, you have the budget to cov- 
er costs of his or her salary. 


2. You have space for the equip- 
ment. 


3. The noise and vibration of the 
printing equipment will not disturb 
other personnel, or if you rent prop- 
erty, it will not cause friction with 
people who work on the floor below, 
directly under your press. 


4. If you are in a first class office 
building where you are paying so 
much per foot, does it make sense 
to use some of this expensive foot- 
age for printing equipment? Will 
you also be able to justify the use 
of expensive footage to store sup- 
plies and completed printing? And 
does your office location have load- 
ing facilities? 


>If at this point, enough of the 
qualifications for in-plant printing 
and duplicating apply to your situ- 
ation, you’ve come to the split in 
the road. 

Does most of your printing and 
duplicating fall into the short run 
or long run category? 

If your printing is short run, say 
less than 400 or 500 copies, you 
probably should consider only the 
smaller duplicators. If it is over 


Coming Next Month! 


that figure, you probably should be 
considering a press. If your printing 
seems to run about half and half, 
then there is the possibility that one 
or the other, or both, should be han- 
dled by a printer or a lettershop. 
And chances are that if you need 
both duplicators and presses, you 
have investigated in-plant printing 
before, and for various reasons de- 
cided it was not for you. 


> Remember, printing equipment is 
usually designed to do specific jobs. 
Beware the salesman who tells you 
his Little Jim Dandy can do them 
all. Most salesmen won’t. It’s been 
drummed into them that overselling 
a piece of equipment can only mean 
that his chances for selling another 
to that customer are killed. And re- 
peat sales loom large in this market. 

It is a rare on-premise or in- 
plant printing establishment that has 
only one piece of equipment. As you 
start to use your equipment and 
your organization gets geared to 
having its own printing or duplicat- 
ing shop, use will increase. You'll 
make additional purchases. For that 
reason, the salesman of printing and 
duplicating equipment tries to leave 
you happy with the equipment you 
buy from him. 


> Here is a brief run-down on what 
is being offered in this field: 


@ American Type Founders has a 
press that has proved to be a work- 
horse for both commercial print 
shops and in-plant setups. This is 
ATF’s Chief, an offset press that de- 
serves a good operator to make it 
work at the efficiency of which this 
finely-tooled press is capable. The 
Chief varies with the model but its 
dimensions are such that it requires 
at least 61x28” in floor space. The 
three most common deliveries of this 
press are tray, chain and pile. With 
it, you'll get top quality printing 
with good color. 

++» continued on page 70 


MATCHES 


And in the months to come: 


APPOINTMENT CALENDARS 
FLUORESCENT MATERIALS 


Postace STAMPS 


PRESSURE-SENSITIVE 
MATERIALS 


TRAINED ANIMALS 


ADDRESSING SysTEMS 





This advertisement is sponsored as a public service by Collins, Miller, Hutchings, Inc. Chicago 6, Illinois 


? 


ors 
All 
oT ‘Together 


to Promote 


“Print! 


An open statement to magazine and business paper publishers, newspaper 
publishers, printers by letterpress, offset, and gravure, typesetters, photo- 
engravers and electrotypers, graphic arts trades unions and employers groups, 
manufacturers and distributors of printing paper, ink, and production equip- 
ment, print advertisers and agency production executives. 


Organization Committee for Print Promotion 


175 West Jackson Boulevard 
Chicago 4, Illinois—HArrison 7-4494 


chairman 

HARRY E. COLLINS 

Board Chairman, 

Collins, Miller & Hutchings, Inc. 


vice chairman 

FE. THOMAS MC BREEN 

Vice President, 

J. Walter Thompson Company 


secretary 

WILFRID T. CONNELL 

President, 

International Photoengravers Union 


committee 

L. D. BARBIERI 

Treasurer, 

Sterling Engraving Company 


E. BARTLETT BROOKS 
President, 
American Photoengravers Assn. 


DENIS M. BURKE 
Ist Vice President, 
International Photoengravers Union 


WILLIAM J. HALL 
President, 
Chicago Photoengravers Union 


GOVERNOR ARTHUR B. LANGLIE 
President, 


McCall Corporation 


PAUL LYLE 
Vice President, 
Western Publishing Company 


ERWIN A, MIESSLER 
Vice President, 
Needham, Louis & Brorby, Inc. 


ARTHUR R. MOTLEY 
President, 
Parade Publications, Inc. 


Cc. L. PARSONS 
Young & Rubicam, Inc. 


FRANK J. SCHREIBER 
Executive Secretary, 
American Photoengravers Assn. 


MILTON J. SUTTER 
Vice President 
Cunningham & Walsh, Inc. 


EDWARD L. TOLLEFSON 
Vice President, 
Foote, Cone & Belding, Inc. 


American free enterprise stands, in prin- 
ciple and practice, on these articles in an 
unwritten bill of rights: 


1. Freedom to compete fairly. 


2. Freedom to cooperate voluntarily to ad- 
vance a common cause, and 


3. Freedom to do both at the same time. 


Ben Franklin, printer and publisher, de- 
clared the second principle when, at the 
signing of the Declaration of Independence, 
he turned to John Hancock and said, ‘‘We 
must all hang together, else we shall all 
hang separately.” ie 


No field of American enterprise is more 
highly competitive than publishing and 
printing. Magazines compete with each 
other, individually and in groups, for reader 
loyalty and the advertiser's dollar. News- 
papers compete with magazines and with 
each other. Letterpress printers and photo- 
engravers compete with offset and gravure 
printers and platemakers. Makers of paper, 
ink, and equipment are also competitive. 


This climate of competition has created a 
dynamic industry which is constantly im- 
proving products, techniques and services. 
At the same time, this fragmented internal 
competition has obscured the economic 
need to promote, by voluntary coopera- 
tion, the values of all print media. 


More printed advertising is being published 
today than ever before; but many people, 
even in the advertising, publishing, and 
graphic arts fields, do not understand 
clearly why printed advertising is so es- 
sential to the health of the American econ- 
omy. A big educational job urgently needs 
to be done. It should be done at a higher 
and broader level than is possible in pro- 
grams that promote the special claims of 
competing print media. 


Only if this is done, and well done, will print 
advertising be assured of its proportionate 


share of the dollars spent for advertising 
during the next ten years. 


A program for the promotion of print has 
been initiated by a committee, listed at 
left, of representative publishers, execu- 
tives of graphic arts employer and crafts- 
men groups, and production executives of 
leading advertising agencies. 


At the 64th Annual Convention of the Amer- 
ican Photoengravers Association held in 
Buffalo, N.Y. on October 10, 1960, Arthur 
B. Langlie, President, McCall Corporation, 
delivered a keynote address on the vital 
importance of The Printed Word in protect- 
ing free civilization. A formal Resolution 
was passed supporting the print program. 
(Printed copies of the address and resolu- 
tion are available on request.) 


The objectives of the program have been 
clearly defined. A 3-year plan of action has 
been organized and enthusiastically ap- 
proved by official representatives of im- 
portant supporting groups. The plan will be 
administered through a National Commit- 
tee, now being formed, to represent all 
interests. Your interest is invited. 
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TRADITIONALLY BEST FOR CANDIES 


Citric acid is the acidulant you'll use with absolute confidence! 





2 
~ 
BEST FOR CANDIES: 


PFIZER 
CITRIC ACID 


BEST FOR PRINTING: 


STERLING 
OFFSET 


ENAMEL 


The uniformity, gloss and whiteness of There’s no need to sacrifice sales appeal 


this Westvaco paper lets you reproduce for economy when you can have both with 


colors with brilliant fidelity. Sterling Sterling Offset Enamel. West Virginia offers the 


Offset Enamel is also moisture stabilized printer a complete line of quality coated and 


for closer register at high press speeds. 


uncoated papers for every printing process. 
Result: “Natural tanginess and tartness” For more information on how West Virginia’s 
—principal selling points to food and beverage modern marketing program can directly 
customers are all there, dramatized with skill benefit you with quality, service and economy, 
and imagination. Sterling Offset Enamel gives write to West Virginia Pulp and Paper Co., 


you the extra sales impact needed 230 Park Avenue, New York 17, N. Y., or 


in today’s competitive markets. call one of the sales offices below: 


Fine Papers Division The 12-page Citric Acid insert for the 
Commercial Printing Paper Sales Chemical Division of Chas. Pfizer & Co., 
CHICAGO NEWYORK DETROIT Inc., was lithographed in 4 colors on 80 


FR 2-7620 MU 6-8400 DI 1-5522 i 
caiman soo nian West Vi rg i n ia Sterling Offset Enamel. The folder was 


designed by MacManus, John and 
RE 1-6350 LO 8-3680 


Adams, Inc., New York City. 
PITTSBURGH SAN FRANCISCO 
Phapaye Bay Pulp and Paper 


In Baltimore, Cleveland, Los Angeles, THIS INSERT IS LITHOGRAPHED ON 
Milwaukee, Minneapolis, St. Louis, St. Paul, 


ask operator for Enterprise Service. STERLING OFFSET. ENAMEL, 25 x 38—80#. 





TIPS ON HANSONTYPES 


Solid-Copper Duplicates 
of Process Originals 

for Publication Molding 
Leading color advertisers and 
national publications 

recognize the high quality of 
Hansontypes... are regular 
users of Hansontypes. Tips 


On Hansontypes gives you 
basic information on this 
fast, money-saving method of 
duplicating process originals. 


Free upon request. Write. 


HANSON Electrotype Company 
9th & Sansom Sts., Phila. 7 WAlinut 2-5567 


99s, 
PpP 
a 
a . 
The PROGRESS + HANSON + PROGRESSIVE Grou, 
One of Ar Most Complete 
Graphic Arts Organizations 


erica § 


Branches: 
New York « Newark « Lancaster « Wilmington 
Baltimore *« Washington + Richmond « Charlotte 


Mlustrate your product in Living, 


Now, for the FIRST TIME, we bring Fine Quality, 
High Color Fidelity, Process Printing within the reach 
of EVERYBODY ! 


Natural Color! ! 


FOR ABOUT THE PRICE OF BLACK & WHITE 


5000 FULL-COLOR Catalog Pages 


fli work customed to your specificati 
No limitation 
SHEET SIZE Standard Catak 
COLOR PHOTO AREA on st 
DELIVERY Appr 
seco 


Simply Color Art Work, or color 


send us a Color Ph 
transparency and a rough lay your advertising message 
We will do the rest. Color Ph tos of your products made at a 
minimum charge of $25.00. 3est Results from Color Prints 


ONE LOW PRICE 


COLOR SEPARATIONS @ PLATES 
OF ABOUT 100 WORDS 


$199. 
eve 


@ DESCRIPTION 
@ SIGNATURI 


Samples, Prices, Additional Information furnished 


FREE if requested on 
Lower Prices on Larger Quantities! 
COMMERCIAL PHOTO-PRINT 

SERVICE 
STREET ¢ PROVIDENCE 
Telephone JAckson 1-6686 


your business letterhead 


i0l KNIGHT RHODE ISLAND 


NEW YORK REPRESENTATIVE: MR. BERT ROTH 
58-1! 182nd St., Flushing 65, N. Y. Telephone Flushing 7-8424 


Dr & Bradur ‘ i Dep Balance 0 Da 
Term 
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© Copease Corp. has an offset press 
known as the Standard. It is capable 
of 7,000 impressions an hour, and 
again, you’re not going to be able to 
train a secretary to handle it in her 
spare time. It deserves someone who 
knows what he is doing to run it. 
It is a fairly large machine, requir- 
ing 33x39” in floor space and it 
weighs about 900 pounds. You'll pay 
about $3,800 for this piece of equip- 
ment. 


e A. B. Dick Co. has a table-top 
offset duplicator, the 320, which is 
proving to be very popular, It is an 
easy-to-operate machine that turns 
out acceptable quality materials us- 
ing color, illustrations and full line 
drawings. The Dick firm is mer- 
chandising this machine with the 
aggressive vigor one has come to 
expect from it, and the ease of its 
operation plus the good product im- 
age of the Dick company, the firm 
that introduced the mimeograph to 
American business, are helping to 
make it one of the most widely- 
used duplicators on the market. 


© Addressograph-Multigraph has 
several models that fit into this 
classification. Other salesmen respect 
Addressograph equipment. The com- 
pany itself has been a pioneer in 
selling its equipment for almost 70 
years, and in many categories it has 
established the standards for the in- 
dustry. It makes two basically dif- 
ferent kinds of duplicators. The one 
that operates on the offset principle, 
is most commonly called the Multi- 
lith, The other, the Multigraph, 
prints from a raised surface on the 
letterpress principle. You can prob- 
ably find a machine to fit your me- 
dium or short run printing problems 
from A-M. 


© Photostat Corp. is also repre- 
sented in the field. It has a model, 
the 1115, it sells and distributes. The 
actual manufacturer is the Whitin 
Machine Works. What Photostat hits 
hard in its selling presentations is 
this machine’s performance on reg- 
ister. The press is equipped with 
grippers that take the stock from 
the impression cylinder and “posi- 
tively control it until release into 
the receiver. This assures pinpoint 
register throughout printing cycle.” 


® Ditto has several models of du- 
plicators ranging from the hand- 
operated unit you’ve seen in offices, 
schools, libraries, and churches up 
to the automated, electrically-pow- 
ered machines designed for heavy- 
duty, sit-down operation. All can 
produce up to 300 copies in one to 
five colors from a single master. If 
your problem is too much paper 


work, there is a Ditto machine that 
can help you insure faster office 
communication by its quick repro- 
duction. 


® Davidson Corp. had just an- 
nounced a new small offset press 
as this story was being prepared. 
The Dualith 500, it is described as 
offering high speed operation and 
the ability to handle sheet sizes 
from 3x5’ up to 11x17” with an 
image area of 934x13 or 14”. The 
feeder capacity of the press is 6,000 
sheets of 20 Ib. stock. An “all new 
pneumatic receding pile jogger with 
increased capacity is also available 
with a special roll-away dolly in- 
cluded.” 

Davidson makes fairly strong 
claims for this new press. Here is a 
sample, attributed to William Ward 
Davidson Jr., president of the com- 
pany: 

“The ‘Dualith 500 
versatile offset printing machine 
ever designed. It will print two 
sides of the sheet simultaneously, 
printing one side by offset lithog- 
raphy and the other side by direct 
lithography. It will also do dry off- 
set printing for longer run work; 
Davengraving (printing and em- 
bossing in a single run through the 
press); and printing or imprinting 
by the letterpress process from 
rubber plates, Linotype _ slugs, 
curved electrotypes, or t-bottom 
type.” 

The press was styled by Henry 
Dreyfuss and is offered in a choice 
of four colors. 


is the most 


> These comments, of course, do not 
do justice to the machines involved. 
It takes a salesman, properly trained, 
to demonstrate the presses. What is 
important is to stress that most of 
these machines are fairly well-di- 
rected to certain types of reproduc- 
tion. Once you try to use them for 
all types, you'll end up cheated on 
either your results, or, what is 
probably more common, your costs. 
Prices have not always been men- 
tioned because many of these ma- 
chines can be added to for specific 
requirements. Custom additions are 
quite common and at this point an 
intimate knowledge of your opera- 
tion should be a great help to the 
salesman. He knows of various at- 
tachments that can give you addi- 
tional uses of your equipment and 
these additions could have an effect 
on the price of the unit you buy. 


> Another question not specifically 
answered in this report is the ques- 
tion of how much use you can ex- 
pect out of a small press or dupli- 


cator. Will it last two years, five 





Let's Keep Rolling Ahead 


We Americans invented mass production, then we had to build mass 
demand to keep the wheels turning. For this purpose we called upon 
advertising — the most effective and economical means of creating 
mass demand. Soon we had more jobs, higher incomes, and better 
living conditions. And there isn’t any limit to how much farther we 
can go, if we just keep it rolling! 
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Why are they stretching the man’s neck, to his stockholders about better business, 
mother? then someone loused it all up with botched 
He has done a dirty deed, my darling. typography. 


Dirty enough to hang him for? Hanging’s too good for him, momma. 


Hanging’s too good for the rascal. The poor guy thought he was saving money. He 
What did he do? didn’t realize he was losing sales. 
He just didn’t understand that a good job by an ATA 


member costs no more than a poor job by someone else. 
the copywriter wrote some wonderful If he ever gets out of this scrape, he’ll understand 


words about it, the art director turned out why good ATA typography is really less expensive 

_a magnificent layout for it, the sales- ' because it makes the ad more effective. 
manager upped his sales quota on * Why take a chance when your ATA shop can 
account of it, the president bragged _& fH set you right? 


The engineer produced a good product, 


/t pays to set type right 
ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, Inc. 
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WHY 
NOT 
GET IN TOUCH 


with the nearest member of 
the Advertising Typographers 
Association of America now 


EXECUTIVE OFFICES: 
461 Eighth Avenue, New York 1, N.Y. 


AKRON, OHIO 
The Akron Typesetting Co: 


ATLANTA, GEORGIA 
Higgins-McArthur Company 


BALTIMORE, MARYLAND 
The Maran Printing Co. 


BOSTON, MASSACHUSETTS 
The Berkeley Press 

Machine Composition Co. 

H. G. McMennamin 


CHICAGO, ILLINOIS 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, OHIO 
The J. W, Ford Company 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, OHIO 
Yaeger Typesetting Co., Inc. 


DALLAS, TEXAS 
Jayger-Chiles-Stovall, Inc. 


DAYTON, OHIO 
Dayton Typographic Service 


DENVER, COLORADO 

The A. B. Hirschfeld Press 
Hoflund-Schmidt Typographic Service 
DETROIT, MICHIGAN 
Arnold-Powers, Inc. 

The Thos P. Henry Company 

George Willens & Company 


INDIANAPOLIS, INDIANA 
The Typographic Service Co., Inc. 
KALAMAZOO, MICHIGAN 
Mahoney Typographers, Inc. 


LOS ANGELES, CALIFORNIA 
Ad Compositors, Inc. 

Adtype Service Co., Inc. 
Advertisers Composition Company 
Bisch Type. Inc. 
Nicholas-Preston Company 
MILWAUKEE, WISCONSIN 
Arrow Press, Inc. 


MINNEAPOLIS, MINNESOTA 
Dahl & Curry, Inc. 
Duragraph, Inc. 


NEWARK, NEW JERSEY 
Barton Press 
William Patrick Co., Inc. 


NEW YORK, NEW YORK 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Artintype, Inc. 

Associated Typographers Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, inc. 
Diamant Typographic Service, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House Ltd. 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company, Inc. 
Chris Olsen Typography, Inc. 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
The Typographic Service Co 
Kurt H. Volk, Inc, 


PHILADELPHIA, PENNSYLVANIA 
Walter T. Armstrong, inc. 

Alfred J. Jordan, inc. 

Progressive Composition Company 
Typographic Service, Inc. 
PITTSBURGH, PENNSYLVANIA 
Davis & Warde, Inc. 

PORTLAND, OREGON 

Paul O. Giesey, Adcrafters, Inc. 
ROCHESTER, NEW YORK 
Rochester Monotype Composition Company 
SAN FRANCISCO, CALIFORNIA 
Griffin Brothers, inc. 

ST. LOUIS, MISSOURI 

Warwick Typographers, inc. 


TORONTO, CANADA 
Cooper & Beatty, Limited 











years or ten years? 

J. W. Foley, territorial manager, 
Addressograph-Multigraph Corp., 
was recently showing some of his 
company’s equipment to prospects. 
He chose the equipment he had sold 
to the home office of a Chicago 
meat packer. In the office which 
sends out daily price changes, Ad- 
dressograph-Multigraph equipment 
has been known to be junked after 
six years of use. The price changes 
of meat are a daily, eight-hour 
chore for the equipment. The com- 
pany’s cost experts have estimated 
that it is better to keep the machines 
in constant use, rather than to stop 
production for maintenance and 
cleaning work. On the other hand, 
across the street in another depart- 
ment where long runs are the rule, 
A-M equipment, which is main- 
tained and cleaned on a regular 
schedule, includes some of the first 
equipment made by the company— 
and it is still in good shape. 

The answer is, of course, that if 
you give your equipment the proper 
care and use, you'll have a machine 
that will last for a long, long time. 


> One other word. By buying these 
presses, you are by no means 
equipped to turn out the caliber of 
printing you can get from a regular 
commercial printer. You can come 
close on the routine jobs and your 
two-color work will be good. How- 
ever, in the majority of cases, your 
in-plant printing will be doing the 
kind of work most large commer- 
cial printers would rather not han- 
dle. The 500 letterheads, the 700 
billing forms, the 1,000 price stuffers 
—these are not profit items for a 
large commercial printer. In many 
cases, commercial printers have 


handled them for you in the hope of 
getting the larger, and more profit- 
able, orders from you. 

In-plant printing is rarely a sub- 
stitute for the top grade of commer- 
cial printing. There is some resent- 
ment among the ranks of commer- 
cial printing about statements to the 
contrary by makers of small presses 
and duplicators. And, at times, it 
has been justified. 


> The final question is how will you 
train your people to use this equip- 
ment. Here the press and duplicator 
manufacturers have anticipated you. 
They'll do the job of training your 
girl to run the duplicator and in 
many cases, for the larger presses, 
they can help you get an operator 
who knows the equipment. The 
press and duplicator people will 
make frequent call-backs to be sure 
that both equipment and operator 
are performing as they should. 

These presses and duplicators are 
proving to be acceptable in the 
market place and more and more in- 
plant and on-premise setups are us- 
ing them. An executive of the A. B. 
Dick Co. told A&SP that his com- 
pany’s sales in this market were 
booming and that the future indi- 
cated even more growth in sales— 
and this statement was made at a 
time when most business evalua- 
tions tended to be gloomy. 

If you're still committed to in- 
plant or on-premise planting, and 
have taken into consideration all the 
qualifications most sources consider 
necessary for the establishment of 
such an operation, then the next step 
seems to be to call a factory repre- 
sentative and ask for a demonstra- 
tion, 


He'll be only to glad to oblige. 44 
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By Allen F. Hurlburt 
Art Director, ‘‘Look’’ Magazine 
New York 


satisfy the need for fresh- 
and excitement in modern 
azines and advertising, the art 
ctor must approach the printed 
e with a new freedom and flex- 
ibility. Fixed format, prescribed 
margins and rigid typographical 
style are being replaced by a treat- 
ment of the page or spread unit as 
a special entity. Within this frame- 
work, editorial and visual elements 
are freely interpreted with the edi- 
torial function dictating the final 
form of the design. Visual and 
typographic elements are receiving 
bolder treatment. Pictures are 
larger and frequently cropped to 
extract the maximum dramatic 
effect. Type elements are stronger 
and varied in selection and use. 

The display or selling lines of 
magazine features and covers were 
once written to fit format specifi- 
cations or to match dummy type 
the art director had pasted into a 
layout. Today the headline often 
directs the layout and on many 
occasions the words become the 
primary design element. 

Behind this reassertion of typog- 
raphy is the growing importance 
of ideas in magazine success. These 
ideas may be conveyed in words, 
in pictures, or most perfectly in an 
absolute unity of both these ele- 
ments. This means that the mag- 
azine art director today must be 
increasingly aware of _ editorial 
thinking and editorial considera- 
tions. 

He must be able and willing to 
read, 


> Unfortunately in the test of per- 
formance much of what we like 
to describe as “new freedom” turns 
out to be a new code of clichés. 
Like the rise and fall of the hem- 
line in female fashions, typography 
in our time has moved from the 
Swiss cheese to the sardine look. 
Not too many years ago, type de- 
signers were vying to see who 
could get the most letter spacing 
between the letters, and the most 
leading between the lines. Now we 
are living in the age of the tightly 
stacked letters and compressed 
copy. The scissors and the camera 
have made it possible to compress 
and interlock our letters in a man- 


This article is adapted from a talk given 
before the Visual Communications Confer- 


ence sponsored by the Art Directors Club 
of New York. 
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ner beyond the measure of mere 
type metal. 

Today words that are not short 
enough are sliced into syllables or 
arbitrary letter groups, and with 
an assist from the scissors, we are 
now setting 10-point type on a 
nine point body. 

The illustrations accompanying 
this article are intended to repre- 
sent some of the current typo- 
graphic fads and fantasies. They are 
frankly parodies designed to high- 
light the weaknesses, if not the 
strength of today’s typography, and 
any resemblance to published lay- 
outs living or dead is purely coin- 
cidental. 

In the hands of skilled designers, 
many current examples of the new 
school of type layout are taking a 
rightful place among the major 
typographic works. Fortunately 
most of the tasteless and clumsy 
imitations never manage to get off 
their tracing paper launching pads. 


> There is, first of all, what might 
be referred to as the split level 
school of typography. Please note 
the wall-to-wall copy, and the 
headline which is set in a style that 
can only be described as “flush 
nowhere.” You will note that type 
supplants the illustration and that 
what goes up the chimney is not 
smoke, but the readability of the 
copy. 


> Then comes the classic jam-the- 
words-down-the-copywriter’s-throat 
layout. This typographic style, much 
sought after by the junior members 
of the typographic birdmen of 
America, approaches its ultimate 
purpose by not only eliminating the 
need for artist or photographer, but 
for copywriter as well. 


> The layer cake layout combines 
many of the worst features of the 
preceding layouts and adds a few 
features of its own. With a com- 
bination of mix and match type 
selection that was once referred to 
as “wrong font” and a “hide and 
seek” absorption of the body copy 
into the illustration, we have al- 
most achieved the ultimate by 
eliminating the need for a reader. 


>In their continuing quest for 
bigness and boldness, our unin- 
hibited typographers have _ con- 
verted the once dreaded accident 
of “bleeding” type into a creative 
virtue. Typographic historians will 
note that the headline is set in 23 
point “skiddoo,’ a member of a 
nearly extinct type family once de- 
scribed as “serif-sans-type.” 





> When all else fails, today’s typo- 
graphic designer turns to the “Lit- 
tle -Gem-Complete-Compositors- 
Creativity-Kit.”. This kit comes 
equipped with sufficient material to 
replace ideas for many months of 
happy “avante-garde” designing. 
The kit shown here is the 1960 
model. In the 1961 version now in 
preparation, the Bauhaus arrow has 
been replaced by an outsized as- 
terisk and an assortment of type 
rules for interline insertion. 


> The argument for and against 
typographic rules and standards is 
almost as involved and endless as 
the argument for and against ab- 
stract painting. In the face of this, 
I would like to make a brief plea 
in behalf of the cause of knowledge 
and skill. Most of the best results 
that you have witnessed today were 
not arrived at by primitive acci- 
dent. They were, rather, the result 
of a calculated deviation from the 
classic and the traditional. Behind 
the work of such great innovators 
as Picasso and Mies van der Rohe 
lies a sound knowledge of craft, 
and it is no less important that a 
typographer understand the tra- 
ditions that make up his art. 

If there is a single alarming 
weakness in the typography we 
see today, it is its ultimate sim- 
ilarity. This typographic conformity 
grows out of influence, imitation 
and the saturation of communica- 
tion images. It can only be over- 
come by a deeper understanding 
of our craft and a true knowledge 
of the tools with which we work. 
Only in this way can type de- 
signers arrive at the true mark of 
art . . . the personal style. 44 


Fototype Folder Shows 
Layout, Composition Aids 


A four-page folder prepared by 
Fototype Inc., Chicago, describes 
layout and composition aids pro- 
duced by that company. 

They include ad borders, under- 
lining, boxes, reverse headings, 
heading accents, color and tone 
panels, coupon ruling, office forms, 
decorative effects, newspaper head- 
ings, certificate borders, column 
rules, charts, graphs and title page 
and cover designs. 

The aids are sheets of pressure- 
sensitive paper, stock diecut and 
printed to various widths and bor- 
der designs. 


Copies of the folder are available. 
+ for more details circle 601, page 127 
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Printing of Merit 


The first of a series 
of special articles of interest 
to all users of fine printing. 


How U. &. Lines Achieved Quality 
with Steel Engravings 


By Ted Sanchagrin 
A&SP Eastern Editor 


The United States Lines uses pic- 
torial steel engravings in a series 
of twelve menu covers. They’re used 
aboard the SS United States and 
her running mate, the SS America, 
to denote dignity and elegance. 
Eight of every ten passengers re- 
quest souvenir sets to take home. 

Opposite is one of the front 
covers of a souvenir menu, included 
through the cooperation of the en- 
graver-printer, Steelograph Co., 
New York. 


> Paper stock for the U.S. Lines 
series requires a paradoxical com- 
bination of qualities. It has to be 
hard enough to withstand tremen- 
dous stamping pressure, yet soft 
enough to give under the same pres- 
sure. The accompanying insert is 
65-lb. Strathmore Beau Brilliant 
similar to the heavier, 100-lb. Beau 
Brilliant used for the souvenir sets. 
Shipboard covers are printed on a 
bulkier but lighter 13-point custom- 
made Mead stock. 

Richard Harris, U.S. Lines vice- 
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president and director of public re- 
lations and advertising, and Harry 
Guttman, Steelograph vice-presi- 
dent, believe this series is the first 
of this magnitude in commercial 
pictorial steel engraving. 


>’ Covers combine steel engraving 
and offset printing on the front, and 
offset on the back. Front cover pic- 
torial is engraving in one color, with 
the border and “United States 
Lines” offset in a second color. The 
second color is also used on the 
back. Back cover features a decora- 
tive map of the tourist area and 
tells how and when to get there. 
Maps were designed by Paul Seuss, 
Steelograph art director. 

There are six European and six 
American scenes, chosen for their 
tourist interest, historical signifi- 
cance, esthetic merit and natural or 
man-made beauty. Each evening at 
the dinner hour aboard ship, Eu- 
rope-bound passengers receive a 
cover with a British, French or 
German scene. On the return trip 
the scenes are U.S. attractions. The 
menu page itself is printed at sea 
and inserted in the cover. 


Pictorial Menus 
Here is a group of 
menus as used by 
United States Lines. 


These covers have informational 
value for the traveler, as well as 
esthetic appeal for the fine arts 
connoisseur. They’re conversation 
pieces and collectors’ items. The 
series is called “An Adventurer’s 
Romantic Odyssey”—The Houses of 
Parliament, Mont St. Michel in the 
English Channel, Schloss Neusch- 
wanstein, the Capitol at Colonial 
Williamsburg, the Giant Sequoias, 
and others. 


Which sequoia should be pic- 
tured? The General Sherman tree 
in Sequoia National Park is taller 
than the General Grant in Kings 
Canyon. But the Grant is older; it’s 
known as the nation’s Christmas 
Tree, and Congress had declared it 
a shrine to the nation’s war dead. 

The solution: Artistic license—a 
composite of the Sherman and 
Grant side by side. 


> This quest for American scenes, 
such as the Nation’s Capitol, Inde- 
pendence Hall, United Nation’s 
Headquarters, the Statue of Liberty, 
took researchers to such sources as 
the Greater National Capitol Com- 
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6 of 21 series of Univers, 
available in a 6 to 48 point range 
from ATF type dealers. 
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Promotion Men! 


IN SECONDS! 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AS 245, Wilton. Conn. 


FOR QUALITY WORK ON 


Whether you need waterless pressure-sens!- 

tive decals or other Kleen-Stik items. Our silk 

screening is superior. Creative and production 

facilities. Send now for free samples, estimate. 

SCREEN PROCESS PRINTING COMPANY 
P. O. BOX 948, WICHITA 1, KANSAS 


SEE KLEEN-STIK AD 
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Table Tents 

Steel engravings 
make distinguished 
table tents for 
fine liquors, fitting 
in with restaurant 
styles easily. 


NECTAROSE 


mittee, the Pennsylvania Depart- 
ment of Forests & Waters, Fairchild 
Aerial Surveys and Underwood & 
Underwood. 

For the European scenes, the hunt 
ranged from the British, French and 
German government tourist infor- 
mation offices in New York, and 
even to the French Embassy’s cul- 
tural services department and the 
German Tourist Information office’s 
public relations agency, Roy Ber- 
nard Co. 

In the client-supplier discussions 
the conversation would run some- 
thing like this: “We already have 
the Paris Opera House. What else 
can we use from France?” Or 
“Garmisch Partenkirchen would en- 
grave well.” “Windsor Castle is a 
nice spot, fairly well known.” 


>» Engraved scenes were proved on 
different types of paper, such as 
textureds and vellums, and in vari- 
ous two-color combinations. The 
final color selection was blue, char- 
coal green and brown. When all 
steel engravings were finished, the 
dozen covers were stamped in one 
over-all run, instead of piecemeal. 
Steel engraving is a hand-fed op- 
eration. However, there’s economy 
in a large run. 

You can’t buy the steel engraving 
itself. The price of the plate is in- 
cluded in the printing job. Plates 
show wear sometimes around 30,- 
000 impressions with certain colored 
inks. But the price of a second plate, 
if necessary, has already been in- 
corporated in the planning. 

If you plan ahead, that aristocrat 
of the graphic arts—pictorial steel 
engraving—can be used economical- 
ly in sales promotion. It needn’t 
cost you an arm and a leg. Souvenir 
menu covers represent one promo- 


in 
Swe 


MANHATTAN 
BOURBON SOUR 
OLD FASHIONED 


LW. HARPER 


tional use. Other uses are liquor 
labels, table tents, credit cards and 
annual report covers. There are 
additional savings in ganging up 
identical designs onto one _ steel 
plate. 44 


Standards for Magazine 
Ad Printing Released 


Revised recommended standards 
for preparing advertising material 
to be reproduced by letterpress wet 
printing have been released by the 
American Association of Advertising 
Agencies and the Magazine Pub- 
lishers Assn. 

“Report No. 4” is part of a pro- 
gram of standardization of mechani- 
cal requirements for magazine ad- 
vertising carried on jointly by the 
MPA and the A.A.A.A. since 1948. 

A limited number of copies of 
“Report No. 4’ may be obtained 
without charge from A.A.A.A., 420 
Lexington Av., New York 17. 44 


Web Offset Explained 
In Miehle Co. Booklet 


What are the facts of web offset 
printing? What are the advantages 
and disadvantages of this type of 
printing? What does the future hold 
for web offset? 

Answers to these questions and 
others, are given in non-technical 
language in a 32-page, four-color 
booklet entitled “Blanket to Blanket 
Web Offset Perfecting Presses,” 
published by Miehle Co., a division 
of Miehle-Goss-Dexter Inc. The 
booklet itself, of course, was printed 
by web offset. 


Copies are available. 
- for more details circle 602, page 127 
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PRINT AND SELL...NEW FREE BOOKLET SHOWS YOU HOW 
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MIXED DRINK TAGS BUSINESS 
that liquor stores, GREETING CARDS 
distributors, and give you many 
restaurants will want opportunities Ima, 
you to imprint with for big printing 
their advertising. These orders and reorders. 
gay novelties provide a Profitable examples: 
practical and appealing employment anniversary cards, birthday wishes 
way to keep track of to insurance policyholders, ‘“‘Mother’s Day” greetings 
guests’ mixed drink from diaper services . .. cards for many businesses, 
preferences. many occasions. 


PICKUP REQUEST CARDS 
every dry cleaner or 
laundry will want to use 
to help hold their 
customers. Conveniently 
attached to deliveries, 
low-cost postage prepaid 
postcards increase repeat 
orders . . . reduce phone 
calls, last minute 
pickups, troublesome 
“rush”’ requests. 


TELESCHEDULE PADS 
that television repair 
shops and other local 
advertisers will want 

you to print. Gives them 
low-cost daily advertising 
as TV watchers jot down 
time and station of 
favorite shows. 


These new printed “sales tools’ can be W 

created for many local or regional busi- OnSd Hw 

nesses, printed attractively on quality, MONSANTO CHEMICAL COMPANY 
fine papers available from mills that ORGANIC CHEMICALS DIVISION 


> DEPARTMENT 2784-A+: ST. LOUIS 66, MO. 
Please send me: “‘New Design Uses for Fine Printing Papers” 
Name. 


size their paper stocks with Monsanto 
MERSIZE®. 


Get all the details about 16 profitable 

rinted specialty ideas, illustrated in a 
ree 10-page booklet. Mail the handy 
coupon today. 
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Why Road Builder 
Shifted to Offset 


from Letterpress 


An editor of a business 
magazine explains the 
reasons why he changed 
processes with his small- 
circulation magazine. 


Savings in Storage . . . The handful of 
pictures represent one issue. The flats 
on the table are all that need to be 
stored, compared with the large box of 
cuts 
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Copy to Layout . 


. . The author holds accurately counted and 


measured copy in his right hand, with marked-up dummy. The 
magazine goes directly from copy to page, eliminating galleys 
and paste-up, resulting in savings of time and money. 


By James T. Jenkins Jr. 
Editor, ‘“American Road Builder’ 
Washington 


Most of the good arguments I 
have heard about converting the 
printing process from letterpress to 
lithography have related to econo- 
my in large runs and elimination of 
engraving costs. 

These arguments do not particu- 
larly apply to the Amercan Road 
Builder. This publication, which is 
the official membership organ of the 
American Road Builders Assn., has 
a modest circulation of 10,000. 


> Two years ago I looked into the 
possibility of changing the printing 
of the Road Builder to offset. The 
most promising arguments for con- 
version, at that time, centered 
around flexibility of layout and 
economies in the use of a large 
number of illustrations without the 
necessity of making cuts. The cal- 
culated savings were not impressive, 
if they existed at all. 

I had a natural worry about 
changing to lithography. It involved 
fear of disturbing my office routine, 
which had been carefully organized 
and was clicking. Salesmen insisted 

- and certainly it turned out to 
be true — that the steps in letter- 
press and lithography are practically 
the same up to the point of printing. 

Another difficulty in my mind 
involved the lithography plants and 
their facilities — or lack of them. 
Many offset printers have little be- 
sides a press. They send out for 
composition and litho-plates. They 
are without art or make-up serv- 
ices. Some stock only the quantity 
of paper necessary for a_ specific 
job. 


> lam, I suppose, of the same nature 
as the man who cut a half dozen 
cat holes in his door because when 
he said scat he meant scat. This 
was the reasoning behind seeking a 
printer who would have, under one 
roof, all the processes involved in 
the production of the American 
Road Builder, after copy was sub- 
mitted. Such a firm would probably 
maintain a complete letterpress and 
lithography service in one plant. It 
would have facilities for setting type 
and rolling repro-proofs. It would 
have its own bindery, wrapping and 
mailing division. I did not want 
divided responsibility. 

Since the magazine staff, consist- 
ing of myself, an assistant editor 
and a girl Friday, is responsible for 
both editorial and advertising func- 
tions — and general details keep us 
hopping — I was interested in a 
printer maintaining an art depart- 
ment which could handle layout 
and finished art. Otherwise, I felt, 
we could not take full advantage 
of the flexibility and sparkle that 
lithography offers. 


> Two principal objectives have 
always guided operation of the 
American Road Builder. One has 
been to continually improve the 
quality of the publication; the other 
has been to constantly keep pro- 
duction costs down. These may 
seem incompatible, but we have 
been notably successful in both 
aims. To further these aims was my 
main reason for turning to lithog- 
raphy. 

At the beginning of last year we 
reviewed estimates for letterpress 
and lithographic printing of our 
magazine for the coming 12 months. 
Bids for lithography pointed to pos- 
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Imprinting Service 

Let us personalize your national adver- 
tising by imprinting it with the names, 
addresses, and trade marks of local dis- 
tributors. We handle tabloids, magazines 
catalogs, booklets and folders in runs 
of all sizes. 


SERSEN’S IMPRINTING wc. 
120 So. Sangamon St. 
CH 3-2050 Chicago 7, Ill. 


Mae a 


PRODUCTION DEPT. 


WAN TE Dic FOR ALL USERS OF DECALS 


RUBBERCAL® (plostic decal) is permanent, waterproof, tough 
Easiest applied — without water in any weather. Best indoor, ovt- 
door emblems. More economical. Write for samples. Made only by 


MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 


Vitachrome, Ine; 
DECALS 


VITACHROME FORMULA 50 DRY DECAL 


VITACHROME Inc. - 421 East 6th St.-L.A.14 


EF ZISN MES 
THE YEAR-ROUND airing a 
THAT NEVER Fai.s!!! ANNOUNCE NEW 
PRODUCTS, STORE OPENINGS, SPECIAL EVENTS, 
PRICES, INVITATIONS... ANYTIME 17) WANT 


resuts. FREE SAMPLE 


MARVIC ADV. CORP. 
861-JA MANHATTAN AVE. 


Advertising & 

Sales Promotion 

22,000 Circulation 
is Hand-Picked for 
Buying Power 
Nowhere else can you get such 
coverage, so carefully tailored 
and so precisely directed to 


buyers of advertising services, 
materials, equipment supplies. 


on 
Si 


Get in 
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BROOKLYN 22, N.Y. | 


New and Old 
Appearance is not 
much changed, as far 
as the reader is 
concerned. The new 
issue is on the left. 


sible savings of nearly $5,000 for 
the first year. 

Along with the savings, I felt I 
could further progress in the first 
of my objectives for the magazine, 
that of improving the publication. 
I would invest a portion of the 
savings in dressing up the maga- 
zine’s appearance by taking ad- 
vantage of the printer’s art and 
layout department to add crispness 
and color to its pages. This would 
give me more time away from edi- 
torial and make-up duties, enabling 
me to divert this time to sales calls 
on current and prospective adver- 
tisers. 

I was convinced that conversion 
would bring no changes in office 
and editorial procedures. With the 
printer’s publications service’s art 
department handling layout and 
make-up of the feature article sec- 
tion, I could even anticipate relief 
from some of the pressures in our 
daily routine. 

After carefully considering all the 
pros and cons, we decided to make 
the conversion. The printer that got 
the business was Darby Printing 
Co., one of the oldest and largest 
establishments specializing in pub- 
lications in this area. The salesman 
on the account knew his business 
(and mine), was a convincing fel- 
low and sold me convincingly. 


> Savings in time and money were 
evident in the first issue of the 
American Road Builder printed by 
lithography. It was also snappier 
than before the conversion. The in- 
itial lithographic issue was our post- 
convention number and contained 
an unusually large number of pic- 
tures. The printer’s bill for half- 
tones came to exactly half of our 
estimated cost for metal engravings. 

I was especially pleased in the 
final result because we were able 
to use finer screens for half-tone 
reproductions. Pictures in the first 
issue after conversion were sharper 
and crisper than they had been pre- 
viously. An additional advantage of 


using photographs, rather than 
metal engravings, was that we were 
no longer saddled with size or shape 
limitations. Also, storage of bulky 
cuts was eliminated. 

Electros were furnished the print- 
er for advertisements and dot-for- 
dot offset reproduction was achieved 
from reproduction proofs. 

Further evidence of savings came 
in the use of a second color in 16- 
page forms. In the offset process, 
the first use of a second color cost 
almost 1/3 less than that of letter- 
press issues. The cost for each addi- 
tional page in the same color was 
less than half that of letterpress. An 
additional advantage was the more 
effective use of split fountains. Tint 
blocks and screening were used for 
variety at relatively small cost. 


> The following issues of the Road 
Builder were even better than the 
first, and we look forward to fur- 
ther savings and improvements. 
These improvements no doubt will 
increase the interest of potential 
advertisers in the magazine, and 
our readers are looking at the mag- 
azine with increased interest. 
Perhaps we were right to have 
retained letterpress until now. But 
we reached the point where the 
baby needed changing, so we did 
it. 44 


American Type Founders 
To Distribute Univers 


The first series of Univers, a new 
sans serif type family, is available 
through dealers of American Type 
Founders Co., Elizabeth, N.J., it 
has been announced by ATF. 

Designed for Deberny and 
Peignot, Paris, by Adrian Frutiger, 
Swiss designer, Univers is cast by 
the French foundry to American 
measurement standards and will be 
distributed exclusively in the United 
States and Canada by ATF. 

For the first time, Univers, an 





How to be 
“talked about’... 
and be glad of it! 


Specify Great Northern’s 
Economical Groundwood Papers 
for Supplements That Sell 


Get ’em excited . . . you’ve got them sold! Today 
more and more retailers are putting new 
excitement into what they have to sell with the 
aid of supplements. 


Food. Fashions. Hobby items, toys, household 
supplies, white goods, furniture, automobiles, 
investments, travel. All of these — and more! — 
get talked about by means of supplements . . . 
get sold in greater volume at lower selling cost. 


Great Northern Groundwood Papers . . . leaders 
in the field . . . provide a base for clear copy 
definition and rich color reproduction that give 


excitement to any product or service. And they 
cost less to use. 


As advertiser, printer or publisher you are invited 
to write for sample supplements printed on Great 
Northern Groundwoods. They print by every 
method; they’re custom-made as to weight and 
finish to meet your every need. Ask your Great 
Northern man. He’s near you in five major cities. 
Call him in on your next job, now. 


GREAT NORTHERN 
PAPER COMPANY 


A Leading U. S. Producer of Groundwood Printing Papers 


Mills in Maine 


Sales Offices: 342 Madison Avenue, New York 17 ° 
Boston * Chicago * Cincinnati * Washington 


Both regular and non-regular 
advertisers find supplements 
an economical and effective 
way to put their messages 
before the public. Ask for 
your copy of our new report: 
OPPORTUNITIES in 
Special Supplements and 
Sections with Great Northern 
Papers. It’s specific, helpful 
... free! 
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RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif 
461 W. Erie St..C 


249 W. 29th St., New Yor 


MOST PRACTICAL QUICK-CHANGE 
PORTABLE DISPLAY EVER DESIGNED 


WITH 
ACCORDION 
FOLD BASE 


For Sales Meetings 
Sale Counters 
Reception Rooms 
Presentations 


Clear acetate cover Folds flat 


Sith screen or 
lifts for quick changes for hanging 


print as desired 


The N. Y. Times, Newsweek and others select 
Picturest for their advertisers. Protects and 

es ads, layouts, photos, illustrations, 
etc. under acetate. 


PRICES: (net fob NY) 9'/.”x12", $10.80 doz. 
12”x15", $14.40 doz. Samples $1.25 ea. In 


grey or blue. Made to any size, color or 
material; with or without printing. 


OSeooedsd GO 


Creative Binders for Advertising & Selling 
317 W. 47th St., New York 36 * PL. 7-5950 
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the quick brown fox jumps 
over the lazy dog the quick 
brown foxjumpsover thela 
THE QUICK BROWN FOX 


Of a Type... A few variations on the 
basic Univers’ design. All the 21 vari- 
ants in Univers stem from a single, basic 
design. 


entire series of typefaces, in all 
variants, was conceived as a master 
plan and worked out to the last 
detail before a single matrix was 
cut, ATF announced. 

The company said that this 
method was an “important depar- 
ture from the expedient method of 
conceiving a single face, in a single 
weight, in a single width, to be 
added to years later by different 
designers and sometimes even by 
different foundries. Univers is a 
series of sans serif typefaces specifi- 
cally designed as a ‘basic’ face. It 
is made for all-purpose, timeless 
use—rather than just another in the 
contemporary stream of ephemeral 
faces.” 

ATF said that the new family of 
types will “appeal particularly to 
those engaged in design and print- 
ing projects where unity and con- 
sistency are vital—for example, 
where typographic consistency as a 
means of establishing corporate 
recognition and identity is the aim.” 

44 


Goodkin SS Custom 
Camera Described 


Literature describing the new 
Goodkin SS Custom Camera is 
available, it has been announced by 
the manufacturer, the M.P. Goodkin 
Co., Newark, N.J. 

The SS Custom is designed to 
handle approximately 80% of the 
photographic needs of commercial 
printers, lettershops and office re- 
production centers, the Goodkin an- 
nouncement stated, adding that the 
SS Custom will produce regular 
line and halftone negatives, Ek- 
talith and Gevacopy projection-type 
transfer material, Gevacopy Con- 
tact Paper Negatives and regular 
photocopies. 

Reproduction is in a 1-to-1 ratio 


up to 8%x13”, Goodkin said. 
+ +» . for more details circle 603, page 127 


Hoe Report on R.O.P. 
Color Ads Released 


The Hoe Report on R.o.p. Color, 
an annual feature covering the 


final tabulations on use of r.o.p. 
color in newspaper advertising, is 
again available. 

Final figures for 1960 show that 
the Milwaukee Journal, the peren- 
nial leader in r.o.p. color, topped the 
nation’s newspapers again in total 
color. The Wisconsin paper was fol- 
lowed in order by the Los Angeles 
Times, Ft. Worth Star-Telegram, 
Chicago Tribune, Denver Post, Dal- 
las Times Herald, Nashville Tennes- 
sean, Minneapolis Star & Tribune, 
and the Miami Herald. 


Copies of the report are available. 
+ for more details circle 604, page 127 


Caledonia Bold Described 
In Mergenthaler Folder 


For the user who wants a roman 
head dress but votes against Bodoni, 
for any of a number of reasons, the 
answer to his problem is Caledonia 
Bold, says the Mergenthaler Lino- 
type Co., producers of the face. 

Of Caledonia, the Mergenthaler 
people say: “Caledonia is a transi- 
tional roman face. It combines the 
beauty and dignity of old style faces 


abcdef ghijklmnopqrstuvv 
ABCDEFGHIJKLMNOP(C 


with the crisp legibility of modern 
roman. It has such good typographic 
color that it is possible to carry an 
entire page with machine-set hands. 
Its unit count is excellent and many 
headwriting headaches are thus 
avoided.” 

A folder is available. 

- « « for more details circle 605, page 127 


Solution of Printing 
Problem Found at Wade 


Arthur Hecker, production man- 
ager, Wade Advertising, 1717 N. 
Highland Av., Los Angeles 28, offers 
a solution to a printing problem 
recently faced by his agency. 

He writes: 

“The proofs of the cover of an 
annual report we were printing 
showed a great loss of quality from 
the original. The art was a photo- 
graph of an open box of chocolates 
on a silver tray set in a large, dark 
gray background. 

“The problem was that the printed 
piece had a light, washed-out look 
because the intense brilliance of 
the lustre coat stock we were using 
showed through the background 
area in spite of an 80 to 90% dot. 

“To solve the problem, we first 
printed a solid gray equal to about 
10% of black in the background 





"ll ‘gy oBesiy5 
enusay Aynol IseM OOS 


ANVdINOD MOI ‘gE ‘V 


AS GIVd 38 THM 39VLSOd 


“mM ‘oBe2145 SOWES POUUN OM Ui PoITENY 4) KrEEBeD0N GUE eOVIOG ON 
LESH "ON Wing IVAW AldauY SSENISNG 


SSRjD 38414 








SAMPLES 


Fo ai SY 


Free packet of offset samples— 
36 actual jobs run on the 
amazing 320 TABLE TOP 
Offset. Here’s what you get: 


ot 
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e Letterheads « Bulletins 
Here's proof e Post Cards « Programs 
e Office Forms « Stationery 
e Sales Sheets « Price Lists 
save money e Engineering Drawings 


that you can 


and improve e Legal Documents 

e Admission Tickets 

e Punched Tabulating Cards 
your copies! ° Xmas Cards « Small 


~ Newspaper e MANY MORE 


TEST AND COMPARE these copies with the 


be amazed at the difference 


the quality of 


SJIdWVS 135440 4383 


copies you're 


Send card for your free packet 
of offset samples today! 








COLORFUL 
ILLUSTRATIONS 


look 


of jobs 
the A.B DICK model 320 


TABLETOP OFFSET DUPLICATOR 
prints at a 


= ae 
BULLETINS 


big savings 


Think of it! A compact (27” x 24” x 35”) versatile 
offset machine designed to fit even the smallest office. 
You've never seen anything like it. The 320 gives printshop 
results at a fraction of the cost. Produces beautiful, 
exact copies (up to 7800 per hour) of line work, 
halftones, and text in black and white or colors. Office 
girls who have worked with this TABLETOP OFFSET 
say it’s easier to operate than most office machines. 
You get perfect copies from first to last, because exclusive 
Aquamatic control meters exact amount of fountain 
solution to properly balance water and ink. 
And its price is as small as its profile. 

Send for sample packet of 3, 4, and 5 color jobs, 
halftones, intricate artwork, drawings and forms. 
MAIL THE ATTACHED CARD TODAY! 


fay A-B-DICK 


DUPLICATING PRODUCTS 


FINE LINE ORAWINGS LIFE-LIKE STATIONERY 
HALFTONES 
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One machine to label 
postcards and magazines? 


Yes ...and at cost-cutting high speeds up to 16,000 per hour! 
The Cheshire Model E adjusts easily to handle small postcards 
and envelopes ... middle-sized pamphlets and brochures... 
or even larger magazines, catalogs and quarterfold tabloids. 
Applies all types of labels, too (wide-strip, narrow-strip, con- 
tinuous pack form, cut or individual labels) ... whether they’re 
pre-addressed from your punched cards, plates, stencils or 
other addressing systems. Compact... and easy to operate. 

The Cheshire Model E. 


Write for 
Cc H E Ss H | ied i descriptive brochure. 


INCORPORATED 


Dept. A&SP-6 1644 N. Honore St., Chicago 22, Illinois 


SMOOTH SAILING 
WITH BETTER TYPOGRAPHY 


Don't miss the boat! Service Typographers 
guarantee you quality typesetting for all 
your ads and printed pieces. Next time 
guarantee a favorable wind for your 
sales message . . . with Service. 
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areas. Then we printed the entire 
original halftone over it. The result 
was just what the art director had 
intended: a good, dark gray back- 
ground which gave excellent con- 
trast to the bright halftone of the 
candy and tray.” 44 


Justowriter Adds Edge 
Card Punch and Reader 


Justowriter, the automatic tape- 
operated composing machine, is 
now available with edge card punch 
and reader to prepare listings in 
any sequence for duplication or 
offset printing, it has been an- 
nounced by the manufacturers, 
Friden Inc., San Leandro, Cal. 

Edge cards, commonly used as 
address and item cards in data 
processing systems, can be code- 
punched in continuous form, sepa- 
rated, filed and run over and over 
in any order. 

Copy for printing directories or 
parts, property, subscription, _li- 
brary and stock and bond listings 
are a few of the applications sug- 
gested by Friden. 

According to materials from 
Friden, the edge card punch and 
reader additions to the Justowriter 
do not hamper any of its other 
functions such as justifying com- 
position. 44 


Whiting-Plover Kit 
Features Letterheads 


A portfolio devoted to creative 
letterhead design, containing some 
outstanding samples of letterheads, 
has been prepared by the Whiting- 
Plover Paper Co., Stevens Point, 
Wis. 

In addition to sections on typo- 
graphy and lettering, illustrative 
techniques and color, the portfolio 
contains examples of letterheads 
that are not well-designed and sug- 
gestions for their correction. 

. for more details circle 606, page 127 


Futuristic F .. . This is the description 
given to the new trademark of the Form- 
sprag Co., Detroit by officials of the 
Michigan manufacturer of precision 
power transmission products. Design was 
the work of Curtis E. Smith, art director, 
Gray & Kilgore Inc., Detroit 





Direct mail, one of my colleagues 
pointed out recently, is currently 
going through the same metamor- 
phosis that all advertising went 
through 50 or 60 years ago. It is 
emerging from its medicine man 
stage, and becoming more and more 
a respectable and respected way of 
disseminating product information. 

This second largest advertising 
medium is finding new growth, new 
stature, new prestige, new potential. 
It is perfectly safe to say it will be 
a more important marketing tool in 
the 60’s than ever before in its his- 
tory. 

This is evidenced by the fact that 
more and more major advertisers, 
in both consumer and _ industrial 
fields, are assigning ever bigger ob- 
jectives to direct mail — are using 
it to greater extent, in more ways, 
and more intelligently. 


> This very fact poses a real chal- 
lenge from your standpoint, the 
user. 

Right now, we can prove the high 
readership of professionally pre- 
pared direct mail. To quote just two 
out of many similar surveys — 
Case History No. 1 .. Of those 
surveyed . . . 86% recalled the mail- 
ing. Of those who recalled . . . 72% 
read some or most of it, indicating 

- continued on page 96 


Mr. Buckley, the head of the Buckley Or- 
ganization, Philadelphia, won the DMAA 
Gold Mail Box last year for the IBM cam- 
paign pictured opposite. 


Direct Mail in 
Sales Promotion 


EARLE BUCKLEY 


Imaginative Campaign . . . This IBM campaign, designed to reach bank presidents, was 
a six-part mailing. A walnut tray started it off, and a colorful tile was sent out each 
week. The campaign was described in our issue of November, 1960. 


Direct Advertising * 93 
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Epic Executives 


Regular & Outlook 


Put more action in your direct mail with this 
new, high-quality “executive look” envelope 


Envelopes can help your direct mail get read... and get results. And 
new EPIC EXECUTIVE Envelopes, with these outstanding features, 
command attention for any mailing: 


e@ SUPREME PRINTABILITY... bright white stock that sets off the finest 
printing to advantage to make your direct mail work even better. 


@ DESIGNED FOR VOLUME MAILING... exceptional flatness and uniformity mean 
smooth, trouble-free performance in all automatic inserting and 
postage metering machines. 


@ PRESTIGE STYLING... clean-cut edges, diagonal seams and pointed flaps give 
a look and feel of exceptional quality. 


@ POPULAR STYLES AND SIZES...ecight sizes in Commercial, Official and 


Outlook® window styles provide a wide range to choose from when 
planning a mailing. 


e@ TOP VALUE FOR THE VOLUME MAILER... you can take advantage of this 
prestige envelope for your mailings without upsetting your budget. 


For more effective direct mail, specify EPIC EXECUTIVE Envelopes! — 


SV, UNITED 
SUSE§ STATES 
<p», ENVELOPE 


GENERAL OFFICES: SPRINGFIELD 2, MASS. WORCESTER ¢ SPRINGFIELD 
HARTFORD * ROCKVILLE * NEW YORK * METUCHEN * ATLANTA « INDIANAPOLIS 
CHICAGO * WAUKEGAN * DALLAS * LOS ANGELES ¢* SAN FRANCISCO 


*T. M. Reg. Applied for by U. S$. Envelope Co. A-3 
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BRODIE’S “FAMILIAR QUOTATIONS” 


Early to Rise and Early to Bed, 
Makes a Man Healthy, Wealthy and Dead. 
J. Richard Merkel 


We dig that early to rise jazz, but, we 
don't know much about that early to bed 
stuff. You see, we've got lots of what we 
like to call ‘the old school’ type of prin- 
cipals and supervisors, who like to stick 
around to see that your job goes out right. 


= 


ADVERTISING SERVICE 
INC 


RPORATED 


$21 SOUTH WABASH AVENUE id jog 
Fast ond Resourceful Service oot 


' Printing * mailing 
Mimeogronhine mochenien! Addressing 
moeil Compcions 


Multigraphing © ; 
ing * Plate Cutting 
Tesertias Mechines * Complete 


INCREASE Sai 


POSTCARDS 
DIRECT MAILERS 
POINT OF SALE PIECES 


NOW! MESSAGE SIDE AVAILABLE 
IN 2 COLORS ! ! 
@ Postcards cost less than I¢ each. 


@ Top quality — winners of 9% straight 
L.N.A. Awards. 


@ Color proofs at no extra charge in 
all quantities. 
@ Prompt, efficient service. 


Send for 
FREE MERCHANDISING IDEA KIT — 


RT ae ea AL 
400 Newbury Street, Boston 15, Moss 
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that approximately 62% of the total 
list read some or most of the mail- 
ing. 


Case History No. 2 .. Of those 
surveyed . . . 68% recalled the mail- 
ing. Of those who recalled . . . 77% 
read some or most of it, indicating 
that approximately 52% of the total 
list read some or most of the mail- 
ing. 


However, as more firms like 
yours start to use direct mail to 
the fullest practical extent, the 
competition for respectful attention, 
thoughtful readership and careful 
consideration becomes an important 
factor in the success or failure of 
your efforts. 

The more crowded the mail, the 
more difficult it becomes to get 
prospects or customers to see and 
open your message, let alone read 
and act upon it. 


> There’s another important reason 
why, in the months and years 
ahead, you will need to upgrade the 
quality and effectiveness of your 
direct mail efforts: higher costs. 

All indications point to an in- 
crease in postal rates, if not this 
year, then very probably next. This 
isn’t to admit that higher postal 
rates are necessary or even in the 
best interests of the post office, but 
the congressional wind does seem to 
be blowing in that direction. 

Whether it costs us more for 
postage or not, it seems to cost us 
more each year for everything else. 
So for one reason or another, we 
come face to face with the absolute 
necessity for sending out more ef- 
fective mail salesmen, for taking 
whatever steps are necessary to get 
a higher return from every dollar 
spent. 

Fortunately, direct mail is a 
demonstrable medium, and one of 
the few which can be accurately 
evaluated. 


>» Successful campaigns take into 
consideration the resistance factor 
that we are all up against but fre- 
quently pay little attention to. 

The resistance factor is the degree 
of opposition 


® to opening your mail selling ma- 
terial 
® to reading and believing it 
® to taking the desired action 
Some people are harder to get at 
than others. Some people have a 
preconceived idea about your com- 
pany or product that has to be 
changed before they’ll even listen to 
you. 
Determining and anticipating the 


sales resistance you are up against 
will enable you more accurately to 
answer such questions as “What 
kind of a vehicle should I use for 
my selling message?” “Which of the 
many direct mail forms available to 
me will have the best chance of 
overcoming the resistance factor, 
whatever it may be?” 


a personalized sales letter 
a sales letter with a headline, 
an illustrated sales letter 
a letter and enclosure or just a 
letter 
® a dramatized mailing piece of 
some kind 
® a gadget letter 
® a broadside 
® a self-mailer? 


The trend in direct mail is toward 
better direct mail, more showman- 
ship where appropriate, an upgrad- 
ing of quality, both in appearance 
and in sales technique, and a more 
complete evaluation of results. 


> Speaking of that, you might be 
interested in an answer to the ques- 
tion: “What kind of results are 
‘good’?” 

I could answer that by saying that 
any result that shows a profit from 
the mailing should be considered 
satisfactory. 

But immediate profit isn’t always 
the sole objective. And there is in- 
variably more to the result story 
than just the tangible response dur- 
ing the first three or four weeks 
following the mailing. 

The value of the sales on those 
who read all or part of the copy, 
but who at that particular time 
weren't ready to respond; the re- 
peat business that usually comes 
along later with little or no addi- 
tional sales effort; the things you 
learn for future guidance — all 
these come under the heading of re- 
sults, too. 

As to what is good or bad as a 


Here's a novel direct mail piece! You 
take it ovt of a waste basket. 





direct response, the unit of sale, ex- 
tent of competition and product ac- 
ceptance might be such that all you 
would have a right to expect is a 
fraction of one percent. On the 
other hand, helped by an unusually 
exciting product or a particularly 
appealing “offer,” your percentage 


return might soar to undreamed of 
heights. 


> The lists used should be the most 
accurate and responsive available. 
In one of the list tests we made for 
the National Geographic Society, 
returns varied from 2.91% to 6.63%. 


> The offer is an extremely im- 
portant element, and affects both 
the quantity and quality of the in- 
quiries you receive. 

In an offer test we conducted for 
the Lester Piano Co., returns varied 
from 1% to 22%. 


> The vehicle or form in which 
your sales message is presented can 
play a big part in getting it the in- 
terest and respect it deserves. 

In a vehicle test, the cost for get- 
ting a new member varied from 
$1.42 to $2.24. 


> The copy approach can also go 
in any number of directions. In a 
copy test for Dictaphone, returns 
varied from 6% to 11.5%. 


> To sum up — let me re-emphasize 
the importance of putting your 
very best foot forward when you 
use this tremendously powerful but 
highly competitive medium. 

Direct mail is the most flexible, 
most selective, most easily checked 
of all forms of advertising. It can 
make sales calls for as little as one- 
fiftieth the cost of a personal call. It 
can call on 15,000 prospects or more, 
while 30 salesmen are getting 
around to see 150. 

The right kind of direct mail can 
give your men more time for actual 
selling — by providing them with 
qualified leads, in whatever quan- 
tity they can follow comfortably; 
by making it easier for them to get 
appointments with hard-to-reach 
prospects, by making some of their 
calls for them, at a cost of pennies 
instead of dollars; and by doing a 
softening-up job on those whose 
present interest doesn’t justify im- 
mediate and personal cultivation. 

Yes, the right kind of direct mail 
is extremely effective in speeding 
up the whole selling process. It 
should be looked on not as an ad- 
vertising expense, but as a sales in- 
vestment, one which, if wisely 
handled, can pay handsome div- 
idends. 44 
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HERE’S A WONDERFUL WAY TO 


# Increase 
s your Pea | 


further your goodwill 

with this proven — 
syndicated House Organ _t 
that offers distinctive, 
effective, low cost en 
for your business . . . si 


— OWN 
Washington 


. under your own business letter- 
head with your advertising message 


YOU RECEIVE the letters com- on the back page . . . for no more 
pletely printed, with your than the cost of a local telephone call 
letterhead on Page 1 and your 

ad on Page 4. They'll come for each name on your list . . . 

to you folded for a Number 


10 envelope. The cost would = TRIED and PROVEN for over 8 


be 10 cents apiece for each So i 

of the first 500; for each years by many of America’s most 
additional letter, the cost is : 

8 cents. (In other words, the successful companies. 

cost of 500 letters would be 

only $50 a month. For 1,000 

the cost is $90.) 


NATIONAL PRESS BUILDING, 


NY. 


oe?” 
gree eeoeeee” 


q,° 


"Se gore prospects 
aos more customers 
vo k more economically <; 


P.O. BOX 86 


* more peenee ROCHESTER 1, NEW YORK 


rds. 
hh four color post ca 
Sam a leader in the field . 


Write for samples and price list. 


¢ Pub. . FASCOLOR INC., Daca 
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Se he 144, et 
BUSINESS FOR OVER 30 YEARS 


tees 


LETTER & MAILING 
‘3 Sate: 


MARIE 
DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. 

Work mailed for you or delivered to you. Marie 
has been handling af! mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Wabash 2-8655 and Just Ask For Marie 


an Lellet Hip nw 


431 SouTH DEARBORN STREET 
Cuicaco 5, ILL. WABASH 2-8655 








175,000 
BUSINESS EXECUTIVES 
At Their Home Address 
Respond to Direct Mail 


Used by One Client 
5 Times Within One Year 


So do our compilations of Doc- 


tors, Lawyers, Dentists, Engi- 


neers, Educators, Social and 
Physical Scientists, Socialites, 
V.1.P.’s, Art and Music Appreci- 
ators, Contributor and Financial 


Prospects, College Alumni and 


Students at Home Address. 

For we are the recognized spe- 
cialists in Lists of Individuals of 
above average 


intelligence, cul- 


ture and/or 


income at their 


The number of 
adult names in any area is usual- 
ly 3% 


Home Address. 

of the total population. 

Write on buiness letterhead for 

prices and specific details. 

WALTER DREY, INC. 
Mailing List Consultants 

257 Park Ave. South, N. Y. 10, N.Y. { 

) 333 N. Michigan Ave., Chicago 1, Il } 


A 
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Earn 


Prudential 
SAVINGS & LOAN 


HOFFMEISTER 


38, 


MORTUARY 


Agency Postage-Meter Use . 


a 
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. « Katzif-George-Wemhoener, St. Louis, features client 


product and service ads on postage-meters. Postmark ads are rotated daily. 


New Ponton Directory 
Covers 12,000 Lists 


The 1961 edition of “List O’ 
Trades,” covering 12,000 major lists, 
has been released by W.S. Ponton 
Inc., Englewood, N.J. 

The directory lists state break- 
downs as well as complete USS. 
totals of major lists covering prin- 
cipal trades and professions. 

The major lists are compiled 
through the use of IBM machines 
with a selection according to SIC 
codes (Standard Industrial Classifi- 
cation) as compiled by the United 
States government. Additional 
selections are compiled according to 
ratings taken from the latest ref- 
erence books. 

The front of the directory de- 
scribes some of the Ponton mailing 
services. 

. for more details circle 634, page 127 


Ritz Booklet Explains 
First Day Cover Mail 


A booklet explaining a service 
that prepares and mails United Na- 
tions first day covers has been re- 
leased by the Ritz Cover Service, 
Bronx, N.Y. 

The booklet defines a first day 
cover as an envelope on which the 


stamp affixed is cancelled on the 
first day of its issue and describes 
the benefits of such a mailing from 
the United Nations as an attention 
getter and valued remembrance. 

The Ritz mailings contain en- 
graved cachets consisting of a pic- 
ture and description or explanation 
of the stamp issued. 

Suggested applications for this 
booklet. 

+ + « for more details circle 635, page 127 


Goodwill Mailer For 
News Item Followups 


A congratulation card with printed 
message and space for pasting in a 
news item has been developed by 
the Oscar Sheldrup Co., Chicago. 

The card measures approximate- 
ly 84%x4” and opens up to a message 
which reads: “It was wonderful to 
see .. .” Space below the message is 
left for pasting in a newspaper item 
telling of a promotion, move, etc. 

Headline for the card reads: “Con- 
gratulations, We See You’re in the 
News .. .” Prices for the goodwill 
mailer range from 24¢ each for or- 
ders of 50 and go down to 16¢ for 
1,000-lot orders. Prices include a 
four-line imprint. Aditional printed 


lines are available at 50¢ per line. 
+ « for more details circle 636, page 127 





Qualatex* Imprinted 
Advertising Balloons 


y PIONEER 


Fill out and send me this 
coupon and get your file 
containing imprinted bal- 
loon samples to show our 
quality plus all there is to 
know about advertising 
balloons to prove our abil- 
ity to serve you. 


aby woop 


LCC Ta 
Proven Service 


The Pioneer Rubber Company 
410 Tiffin Road, Willard, Ohio 
Dear Mrs. Wolfe: 


Please send me free “Advertising Balloon Fact File,’ 
containing full color illustrations and prices, ideas, 
ordering instructions and order blank and imprint 
work sheet. 


Firm 
Address 


GO cancshonaninmeatinincione GD mate 


Requested by 








Mailings on Schedule . . 


. Operator Phillip DeGuilio, of A. B. 


For better inquiry handling. . 


Centralization 


; : ) Mechanization 


e 


Dick’s mailing department, sends out up to 90,000 pieces a 
month with this four-station mechanical inserter 


To get the most value from 
inquiries, they should be 
handled promptly and 
with efficiency. A. B. Dick 
Co. turned to modern 
methods and modern 
equipment to meet its 
needs. 


Centralization and mechanization 
are the keys to a mailing program 
that has increased the effectiveness 
and reduced the cost of direct-mail 
advertising for the A. B. Dick Co. 

Like most companies in the office 
equipment and similar fields, A. B. 
Dick uses advance mailings of pro- 
motional material to inquirers and 
hand-picked prospects to pave the 
way for its salesmen. But, unlike 
many companies who rely on branch 
sales offices or individual salesmen 
to take care of such mailings, A. B. 
Dick handles the whole operation 
for the entire country from the com- 
pany’s home office in Niles, IIl., a 
suburb of Chicago. 
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> Mimeographs and the other Dick 
machines are sold by about 1,200 
salesmen representing approximate- 
ly 250 franchised distributors and 
subsidiaries through which all sales 
are channelled. A. B. Dick sales ex- 
ecutives believe that while these 
salesmen and sales organizations 
value the support of mail advertis- 
ing, most of them dislike the detail 
work involved in such mailings and 
are temperamentally inclined to 
slight the job. 

More important, they feel that a 
salesman’s time can be better and 
more profitably employed in actual 
selling work. Centralizing the mail- 
ing operation in Chicago not only 
frees the field force for personal sell- 
ing; it also permits the mailings to 
be handled more efficiently and as- 
sures that the material will go out 
exactly as planned, both as to tim- 
ing and content. 


> For most of the A. B. Dick prod- 
ucts, three mailings are sent to each 
name supplied by the field force, 
timed one week apart. The mailing 
material varies for each product, 
consisting usually of form letters, 
folders or brochures, specification 
sheets and a card with the prospect’s 


name and address that allows the 
use of a window envelope. 

These individual mailings are a 
continuous operation, with some of 
them going out each day. Currently, 
the volume ranges up to 60,000 per 
month. In addition, periodic gener- 
al mailings are made to broad clas- 
sifications of prospects for the var- 
ious machines, using purchased lists 
that are broken down by distributor 
territories so the distributor can be 
identified as a source of further 
information. Combined, the two 
types of mailings average about 
90,000 per month, or more than 
1,000,000 per year. 

Mechanization makes it possible 
to handle this volume of work with- 
out delays or bottlenecks and with 
minimum labor cost. 


>» Names and addresses are typed on 
three reply cards at one time, using 
an electric “slave” typewriter hook- 
up. Material for each of the three 
mailings on a given product is folded 
in advance to fit the envelope, using 
the company’s own folding machine. 

What was formerly the most time- 
consuming step in the mailing op- 
eration — the job of collating and 
stuffing into envelopes the two to 





four separate pieces in each mail- 
ing — is handled easily by a single 
operator and a four-station Bell & 
Howell Phillipsburg inserting ma- 
chine. 

This machine, described by mail- 
ing department supervisor Marvin 
Wold as “worth its weight in gold,” 
automatically selects one each of the 
pieces to be mailed, combines them 
in the desired order, opens the en- 
velope, inserts the material, mois- 
tens and seals the flap and counts 
and stacks the envelopes ready for 
mailing — all at a rate of about 
3,400 per hour. 

The machine can also be equipped 
to imprint postal indicia and to 
meter postage but A. B. Dick pre- 
fers to have indicia printed on the 
envelope at the time it is made and 
to pay postage on the advertising 
mailings at the bulk mailing rates. 


> Phillipsburg inserting machines 
are geared to handle up to 6,000 en- 
velopes per hour, but Mr. Wold ex- 
plains that 3,400 per hour is ade- 
quate for the firm’s needs. At this 
speed, the operator has no difficulty 
keeping the various hoppers filled 
and removing the finished work, 
thus permitting continuous opera- 
tion of the machine with a single 
attendant. 

Errors or jams are prevented by 
sensitive detectors at every feed 
station that instantly detect a feed 
failure or double feed. Should this 
happen, the machine is stopped 
automatically and a_ signal light 
points out the trouble spot for the 
operator. 

Mr. Wold estimates that if the 
stuffing were done by hand 10 peo- 
ple, averaging about 350 per hour, 
would be needed to equal the output 
of the inserting machine. He said 
the machine, which has been in use 
since 1956, has saved its cost each 
year in reduced labor costs alone. 

He also noted the substantial 
space saving. The machine requires 
about 60 square feet, against 200 
square feet or more he estimates 
would be needed for hand stuffing. 
A. B. Dick figures its office space at 
$4.75 per square foot, so the benefit 
of the space economy is obvious. 


> Among other advantages of ma- 
chine versus hand inserting that 
Mr. Wold mentions are: accuracy 
— the machine cannot make a mis- 
take; ability to maintain schedules 
without overtime; high employe 
morale and low fatigue factor; and 
freedom from the necessity of dis- 
rupting other office operations or 
training new workers each time a 
major mailing must be handled. 


Mr. Wold said the Phillipsburg 


inserter has enabled the company 
to level off peaks in the work load 
and keep the mailings moving 
smoothly through the department. 
There has been practically no down 
time on the machine, for routine 
service such as replacement of suc- 
tion cups and air hoses has been 
simple enough to be handled by the 
operator. 

He said calls for service to the 
local distributor have been few and 
in all cases were handled promptly 
and competently. Most of these have 
been requests for technical help on 
some special problem. 44 


Nine Points to Watch 
in Addressing Systems 


The choice of the most efficient 
addressing system is not an easy 
matter, according to a speech by 
Milt Gershman before a meeting of 
the Mail Advertising Club of Chi- 
cago. In his. presentation, Mr. 
Gershman outlined nine points that 
must be considered before coming 
to a final decision. 


1. Size of List .. How many names 
are carried actively? 


2. Frequency of Use . . The more 
often the list is run, the more you 
can afford to spend on setting up 
a system. 


3. Quality of Impression .. This 
depends on the kinds of mailings 
you send out, what you are selling 
and whom you reach. 


4. Cost of Equipment .. How 
much can you afford to pay for 
initial installation. 


5. Cost of Plates . . This can be 
an important running cost. 


6. Space Needed .. If space is at 
a premium, then you are forced into 
the more compact systems. 


7. Selectivity . . How often do you 
have to select names from your 
complete list, and in how many 
ways? 


8. Changes . . How rapidly does 
your list need changes, additions, 
deletions, or other alterations. 


8. Maintenance .. What is the 
cost of keeping your list current, 
and what are the service facilities 
of your system. 


Warning that once you have 
settled on a system, you must live 
with it a long time, Mr. Gershman 
pointed out. It is better, therefore, 
to think through your problems be- 
fore you are committed. 44 
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io? SEE 


DIFFERENCE 

the difference 
YOU get in Tension 
Open End Envelopes 


You’ve heard it said, “the more you 
put into a job, the more you get out 
of it.” So it is with Tension open 
end envelopes. 


YOU GET...... 
EXTRA DEEP FLAPS 


for quicker, flatter, solid sealing 
from the larger, heavier gummed 
area. No wrinkles to catch and tear. 


DOUBLE-STRIP SEAM GUMMING 

on larger sizes for double strength 
and real security. Well gummed seams 
without excess lips won’t wrinkle, 
catch or tear. 


EXTRA WIDE-EXTRA DEEP 
BOTTOM SEAMS 


..‘burst-free” security of contents. 


PRE-FOLDED FLAPS, 


extended for faster inserting, 
faster, more accurate folding. No 
“crushing” scores to break fibers and 
cause break-out of contents. 


FREE SAMPLES! Mail Coupon Below 


TENSION ENVELOPE Corp. 
South Hackensack, N. J. © St. Louis 10, Mo. 
Memphis 2, Tenn. * Minneapolis 1, Minn. 
Kansas City 8, Mo. * Des Moines 14, la. 
Ft. Worth 12, Tex. 
OSS SSS SSSCSSSSSSSSC88S8288883 
366 

TENSION ENVELOPE CORPORATION 
815 East 19th St., Kansas City 8, Missouri 
Send FREE SAMPLES so ! can see the dif- 
ference. Also send prices on envelope(s) 
attached in quantities noted. 


Company___ 
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ROUND STEAK 
SO CHOICE 
JUST A 
TOUCH OF 
TENDERIZER 


SAN DIEGO 

AD: James Shade 

AGENCY: Teawell Shoemaker 
CLIENT: Bradshaw Inc. 
PHOTOG: Wayne Badger 


ron T ~ » . ~ re 
YET ONLY {ER @}¢}.: BRADSHAW'S 


S pous 
~ 
UB Cheese FOF Canter Coste 


PHILADELPHIA 

Alexander Derkas: AD 

Smith Kline & French: CLIENT 
George Sulpizio & G. William 
Holland: ARTISTS 


102 © Art & Photography 


CHICAGO 

AD: Thomas R. Gorey 

AGENCY: Needham, Louis & Brorby 
CLIENT: Morton Salt 

PHOTOG: Ben Somoroff 


NEW YORK 


Bert Steinhauser: AD/DES 
Doyle Dane Bernbach: AGENCY 
Clairol: CLIENT 

Jerry Schatzberg: PHOTOG 


STOP ATT NOW AND PORUET PVERYTHENG 
ver PVE ANE 88Ot T BROOME: 4 BLONDE: 


g SMITH KLINE 4 FRENDH LABORA TORNES 





CINCINNATI 
Robert W. Helmich: 
AD 

Stockton, West, 
Burkhart: AGENCY 
Cincinnati Enquirer: 


CLIENT 


Edward E. Betz Jr: 


PHOTOG 


DETROIT 
AD: George Guido & Ed 


Thomas 


AGENCY: Campbell-Ewald 
CLIENT: Chevrolet 
ARTIST: Allied Photo- 


graphic 


The 


WASHINGTON 
John W. Trotta: 
AD/ARTIST 
Stamler, Brooks & 
Soghigian: AGENCY 
Door Store: CLIENT 


Our annual portfolio of gold medal winners, chosen 
from Art Directors Shows all over the country, pre- 
sents a variety of art and design techniques. 


Each year, most of the Art Directors Clubs, in most 
of our major cities, hold exhibits of advertising and 
editorial art, to honor art directors for their contribu- 
tion, to raise design standards, to inform art buyers and 
users of the best that is being done. 

Art directors of agencies, advertisers and publications 
pick out what they think is their best work. The en- 
tries are usually screened by a committee from the 
local sponsoring club, and the finalists and award win- 
ners are almost always selected by a panel of distin- 
guished judges, usually art directors from other cities. 

There follows, perhaps, an awards dinner, almost al- 
ways a public exhibit, and more and more frequently, 
an illustrated catalog. Many clubs make their exhibit 
available throughout the year on color slides which can 
be shown to students or before advertising clubs, or 
even borrowed for the study of the staff of an individ- 
ual agency. 

Most clubs award a gold medal for the best in each 
category, although the categories are not always the 
same from city to city. Some single out a few entries 
and call them “Best of Show”; others have special 
awards. Each year, the editors and art directors of 
A&SP get as many of these entries which have received 
special recognition in their own shows, and make up an 
annual portfolio which we call “Art Directors Choice,” 
although it might have been given the title “The Best 
of the Best.” 

We dare not draw too many conclusions from this 
portfolio. The sample is too small, except to say that 
this is what art directors seem to like. Each item shown 
here has passed through a large number of screens, 
starting with the artist and art director who dreamed it 
up and the account executive and advertiser who ap- 
proved, as well as the chain of art directors who con- 
stituted the series of judges. 

Not all Art Directors Clubs are represented. All were 
invited to submit entries. Some, however, did not hold 
a show in the twelve-month period ending April 1 
which we set, more or less arbitrarily, for inclusion. 
Others neglected to take pictures of their exhibits and 
entries. Others simply failed to respond to a series of 
requests and reminders. 

Be that as it may, we think the portfolio of interest, 
especially to art buyers. It is a clear indication that 
talent is not limited to a few metropolitan centers. Good 
design is available in many places, even if you have to 
work a little harder and dig a little deeper to find it. 44 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Ohio St. * Chicago 10, Illinois 
Dept. J-6 @ Telephone: Michigan 2-5651 
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DRY TRANSFER LETTERING 


Instant Lettering brings you the finest, 
most meticulous lettering in the world 
instantly—by instantaneous dry transfer 
from type sheet to any smooth surface. 
Just press and it’s there. 

No trace of adhesive to sully artwork. 
Needs no equipment. Perfect on wood, 
paper, card, glass, metal, film ... in 
fact any smooth surface. The right 
answer to the need for highest quality 
lettering for display panels, roughs, signs, 
labels, graphs, charts, TV cells. 


10" x 15" SHEET ONLY $1.50 
PP 


How it works 


rub on letter with pencil lift away sheet 


Send for sample and complete type chart 


Ut Le 
2 W. 46th St., New York 36, N. Y. 
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ROCHESTER 

Seth Fagerstron: AD/DES 

Rumrill: AGENCY 

Eastman Kodak: CLIENT 
Federman, Adams & Colopy: ARTIST 


OMAHA 

Les Hays/Dick Sullivan: AD 
Allen & Reynolds: AGENCY 
Evans Laundry: CLIENT 
Walter Craig: PHOTOG 


PITTSBURGH 

AD: Arnold Varga 
AGENCY: BBDO 
CLIENT: U.S. Steel 
PHOTOG: Carl Fischer 
ARTIST: Jim Wehrle 


DALLAS 

AD/DES: Walter Ender 

AGENCY: John Schrenkiesen 
Predicative Design 

CLIENT: Chance Vought Electronics 





ACCEPT THIS 


typical monthly issue of the 


|| CLIP BOOK 
re OF LINE ART 


Robert Christ : . . 
pa eee as a Bonus Gift along with 
“Look: CLIENT a Trial Subscription 


SEATTLE | CLIP BOOK OF LINE ART 
AD: John Divers 
ARTISTS: Olin Myers, Earl 
Pinegar, John Divers 
CLIENT: Container Corp. of 
America 


DETROIT 
Ben Goldstein: AD 2 et a ae ; 
W: Doe: AGENCY y ee Se eee 
2 Saul Bass: ARTIST “Sales” senna te art proofs of 
Speedway Petroleum: CLIENT “Crowds” walking, cheering, etc. — 18 
“Announcers,” newsboys, town criers. 


EASY! CLIP & PASTE 


these art proofs just like type proofs! 

Quality art improves low-budget paste- 

- ; ups. Saves time and money in the bar- 

PHILADELPHIA gain! Three brand new “Clip Books”— 
AD: Andrew B. Schmidt te ; 32 “Kromekote” pages with dozens 
ARTISTS: H. Lubalin; Schroeder & Seoupaapor ou of line drawings—released every month. 
iin ere ms Realistic, light humor, stylized, decora- 

tive art for offset, letterpress, silk screen 

CLIENT: Merck Sharp be Dohme printing. Also three 5x8 card indexes 
; and 16-page “how-to” booklet each 

month. Only pennies a day—no extra 

reproduction fees. Typical issue, above, 

yours as a gift when you subscribe. 

Cancel anytime. Or return everything 

after 10-day examination without cost. 


a SS 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 1, NEW JERSEY 


Enter our subscription to the “Clip Book of 
Line Art” starting with the current monthly 
issue—and send us Sales, Crowds and An- 
nouncing as our bonus gift. | understand 
that we may stop service at any time, just 
by notifying you. Or that we may return 
everything within 10 days without cost or 
obligation. 


() BILL QUARTERLY @ $23.85 
(J ANNUALLY @ $71.40 


—) eee 8 ee ee 


Please sign your name above, clip and attach to 
purchase order, letterhead or business card. 


June 1961 + A&SP * 105 





ATTENTION 


GETTERS! 
te em Te as 
mda 


Oleg RMR ele l ol 


Welk ee 


DOUGLAS MACK - LOS ANGELES 
1550 Church St. San - 


Francisco 14, Calif f AD: Robert Wheeler 

; AGENCY: Young & Rubicam 
ARTIST: Bert Stern 
CLIENT: Hunt Foods 


3 ILMSTRIPS aN f 


Black & White or Color —__ 


FAST SERVICE Lh ir 


y) AGENCY: Ross-Roy 
\ 


Also Record Pressings or Tapes 


ARTIST: Charles Wysocki 
CLIENT: Dodge Trucks 


~ 
35mm color duplicate slides Se 


write for prices , as "a , hea * ANY) 


i ee Cee. Inc. ALL-NEW CROP OF HAULERS ... 1960 DODGE TRUCKS 


Peoria, Illinois 


FULL COLOR 
POST CARDS & BUSINESS CARDS 


Sd juantities of 100 mr) 


BT Je 


|e ea fo the photograph 


Les ery ate wre tt 


ag) STYLE 
mys cies elle ving Librar UW 


»TILL ONLY Cay, 
50¢ | * 
A WORD | lines thruout USA 


FLEXO- ee CO., INC. 
305 E. 46 ST. © NY. 17 © PL 3-4943 


ame fror 





NEW YORK 
Donald T. Egensteiner: 


through the sales resistance MOR 


4 4 Y & Rubicam: 
barrier! The executives who ae name’ 


may be too busy to see your Larry Ottino: LETTERING 
representatives today can be 


analyzing your sales message 
in the next issue of 


‘ae Advertising & 
Bi Sales Promotion 
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CHERTI! COME TO 


SAN DIEGO 
Joe Hong: AD 
Marston’s: CLIENT 


CHICAGO 

AD: Charles Walz 
ARTIST: Herbert Leupin 
CLIENT: Abbott Labs 


¥ 


POTENT’OPTILETS 


Pe a 


BUFFALO 
Richard DeNatale: AD 
Carborundum Co: CLIENT 


WIZARD orrers 


INCREDIBLE 


Pre-fabricated 
displays with 
custom styling at 
mass-produced 
prices. Easy 
assembly, rigid 
construction, 
unusually long 
lasting. 


SEND FOR OUR 
NEW ILLUSTRATED 
“WIZARD” H-FRAME 
CATALOGS & SPEC. 
SHEETS. 


DISPLAY, INC. 
DEPT. A&SP 30!! Third Ave. So. 
Minneapolis, Minnesota 


Promotional materiai produced on 
Bergstrom safety papers conveys an 
added sense of value ... gets 
better acceptance and action when 
printed on check paper, for it is 
associated with money. Specify 
Bergstrom safety papers with your 
printer for coupons, discount offers, 
subscription forms, contest blanks 
and related promotional material. 


Write for your free copy of our 
“SAFETY PAPER IDEA BOOK.” 


SINCE 1904 


BERGSTROM 
PAPER COMPANY 


NEENAH, WISCONSIN 
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ACS Offers Line of 
Transparent Tapes 


Transparent, self-sticking tapes in 
20 solid colors and 10 patterns are 
being manufactured and marketed 
by ACS Tapes, 217 California St., 
Newton, Mass. 

The tapes, available in 10 widths 
ranging from 1/32 to 1”, are de- 
signed for use in the preparation 
of artwork, slides, transparencies, 
etc. 

According to ACS, when over- 
layed on maps, drawings, layouts 
and graphs, they serve to introduce 
sections of dramatic color without 
obscuring pertinent details. Their 
surface may be written upon and 
the surface is non-reflecting. Also, 
the tapes are equipped with non- 
oozing adhesive which gives good 
reproduction. 44 


Booklet Explains 
Murograph System 


Advantages of using Murograph, 
a system of visible control boards, 
are outlined in a 12-page booklet 
available from the Visual Controls 
Co., Norwalk, Conn. 

Applications described include 
machine loading-computer control, 
maintenance control, order control, 
personnel control, project control, 
television, radio and print media 
scheduling, and various other pres- 
entation and record keeping func- 
tions. 

The system includes packaged 
kits, boards, signals and cards, in- 
dexers and graphic inserts. 

Copies of the booklet are avail- 
able. 
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Pike Brochure Shows 
Magnifiers, Microscopes 


E. W. Pike & Co. Inc., manufac- 
turers of illuminated magnifiers and 
microscopes, describes its full line in 
a new brochure. 

The instruments are used in ex- 
aminations of pictures, type, blue- 
prints, engravings and other objects 
where quality control is stressed. 

Copies are available. 

. for more details circle 615, page 127 


Mischka Co. Booklet 

Shows Exploded Views 
Exploded view illustrations, a 

procedure by which artwork disas- 


sembles a subject, such as a ma- 
chine, and shows each of its parts 
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individually, yet still in ratio to the 
rest of the subject when it is as- 
sembled, is explained in a booklet 
prepared by the Mischka Co. 

The company states that tech- 
niques developed since World War 
II have materially reduced costs of 
exploded views and they are now 
commonly used to illustrate com- 
mercial publications, to enhance 


sales presentations, etc. 
+ « for more details circle 616, page 127 


Time Saver in Slide 
Preparation Described 


Because the preparation of black 
and white slides in large quantities 
can become quite a chore when a 
conventional heating iron is used 
to seal the prints in Ready-Mount 
holders, a new technique has been 
devised for this job at the Norwood, 
Ohio, works of Allis Chalmers. 


According to William H. Barclay 
Jr., advertising coordinator, slide- 
making time has been cut in half 
by devising a copper die to fit the 
hot stamp machine used in im- 
printing notebooks, matches and the 
like. The negative is simply inserted 
in the Ready-Mount slide holder, 
positioned in the machine, and then 
pressed once. 

The die is made of a 2x2” piece 
of copper stock which measures 14” 
in thickness. An adapter, made of 
the same stock, was brazed to the 
die at right angles. It not only holds 
the die in the machine but it trans- 
fers heat from the machine to the 
die. An opening, 14x12”, was cut 
in the die to keep the negative from 
burning. In this manner, only the 
portion of the slide mount. covered 
by adhesive receives heat. 44 


Koh-I-Noor Introduces 
New Lead Dispenser 


Of interest to draftsmen and oth- 
ers who do detailed work at the 


drawing board is the announcement 
that a new lead dispenser is being 
manufactured by the Koh-I-Noor 
Pencil Co., Bloomsbury, N.J. 

The product, the Ejectomatic lead 
dispenser, feeds lead automatically 
to the holder without the need of 
handling the lead. Its features in- 
clude spring action feed in place of 
the gravity feed formerly used by 
Koh-I-Noor. It makes lead replace- 
ment and exchange even quicker 
and more convenient, the company 
said. 

All 17 degrees of Koh-I-Noor 
drawing leads are available in the 
new dispenser. 44 


Natural Lighting Corp. 
Introduces Converter 


What the Natural Lighting Corp. 
describes as the “newest, lowest 
cost and smallest converter provid- 
ing a means of utilizing ordinary 
household lamps in black-and-white 
and color photography” has been 
marketed by the Burbank, Calif., 
concern. 

According to the manufacturer, 
the ColorTru Converter (Model 
CT) brings regular 120-volt lamps 
up to the correct color temperature 
for exposing film balanced for 3200° 
and 3400° Kelvin — without use of 
photoflood lamps. 

They are priced at $49.50. Addi- 
tional information may be obtained 
from the company at 630 S. Flower 
St., Burbank. 44 


Foto-Skaler in Pica 
Model Now Available 


Foto-Skaler, a reduction and en- 
largement device for art, layouts 
and photos, is now available in a 
pica model as well as in inches. 

The device is made of acetate. Its 
over-all size is 10x15’ with the 
actual grid area measuring 54 picas 
wide by 72 picas deep, with one 
pica increments. A swinging range 
finder arm makes it easy to set up 
any desired size, superimpose the 
grid over photo or art, and see in- 
stantly and accurately what por- 
tions of photo to crop for best re- 
sults, according to claims of the 
manufacturer. 

The product is sold at $4.95 with 
a combination price of $8.95 for one 
each of the pica and inch models. 
Products are sold postpaid and in- 
sured through direct mail only by 
Elizabeth Edge Studios, Dept. 4, 
Pittsford, N.Y. 44 
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Fiow Monsanto Buys 


an Exhibit a Week 


Perhaps you may not buy as many exhibits as Monsanto, 
but if you buy even one a year, the procedures which Mon- 
santo has developed may help you save money. 


By Mildred Weiler 


One of the largest single items in 
the advertising and sales promotion 
program of Monsanto Chemical Co., 
St. Louis, is its budget for conven- 
tion and trade show exhibits. The 
company produces an average of 
one exhibit a week throughout the 
year. 

Obviously this represents a major 
advertising outlay, but Marketing 
Services Department Director 
William R. Farrell says the cost 
would be considerably greater were 
it not for the fact that all divisions 
of the company draw upon one cen- 
tral department for its exhibits and 
displays. “Exhibits supervision is a 
centralized operation primarily be- 
cause of the economic factor,” Mr. 
Farrell said. “For each division to 
carry out the work itself would be 
a duplication of effort.” 


> Like most large chemical cor- 


porations, Monsanto is highly de- 
centralized. Its eight operating divi- 


Ready to Change. . 


. All that has to be done to make this 
fit its show is to change the crop in the middle from cotton 
to corn or what ever else is most suitable for the audience. 


sions each carry on its own activ- 
ities ranging from research lab- 
oratories to sales and_ technical 
services much like independent 
companies. Each division has its 
own advertising wing, but from ex- 
perience it has developed that some 
specialized advertising and promo- 
tional activities such as exhibits, are 
more effectively carried out through 
a central department. 

This central department, called 
Industrial Design, is part of the 
Marketing Services Department 
which Mr. Farrell directs. Also 
within the Marketing Services De- 
partment are Corporate Advertis- 
ing, Marketing Research and Mar- 
keting Administration. 

The Industrial Design Section 
works with each divisional adver- 
tising man in planning and design- 
ing Monsanto exhibits for conven- 
tions, trade shows, etc. 


> Here are some of the advantages 
which accrue to the company and 
to each division as a result of the 


= GET THE LIONS SHARE OF PROFIT FROM YOUR CROP 


For Packaging Experts . . 
a special exhibit is often designed. This one is planned to per- 
mit visitors to get information quickly and in private. 


one central department operation: 


e A single stockpile of props, such 
as flooring, backgrounds, and ac- 
cessories upon which each division 
can draw without having to ac- 
cumulate its own materials. 


@ It is unnecessary for the divi- 
sions to employ and train their own 
staffs of exhibit experts. 


® Saves valuable work time of 
admen who are not supposed to be 
authorities on the subject. 


@ Makes it possible to maintain a 
Monsanto corporate image and 
more recently a definite Monsanto 
look in each exhibit. 


® Monsanto slogans and themes 
which run through all Monsanto 
advertising gain from repetition in 
each Monsanto exhibit in all divi- 
sions. This impresses the public 
with the idea that this is one com- 
pany though it sells many different 
products. 


® Use of the Monsanto trademark, 
the big block M, which symbolizes 
the company, is maintained in the 
right proportions and style in each 
exhibit. 


® Use of a white background with 
distinct primary colors has also 


. At a large and important show, 
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given all exhibits a definite Mon- 
santo identification. 


> Design Manager John G. Spark- 
man describes another broad ad- 
vantage of the centralized program. 
“We're literally in show business,” 
he said “and showmen must know 
how to attract and hold audiences. 
The combination of sound, bright 
lights and colors in competing 
booths, even those without compet- 
ing products, make it difficult to 
gain attention. Only by employing 
the latest techniques, along with 
large helpings of originality, can 
an exhibitor realize the optimum 
return on his investment. Except for 
highly technical subjects, profes- 
sional exhibit performers usually 
make better presentations than do 
company personnel, although the 
latter know more about the prod- 
ucts being shown.” 

Exhibit and display specialists, 
concentrated in one central group 
can keep up with these aspects of 
the business more successfully than 
many small scattered units, Mr. 
Sparkman believes. 


> In operation, the Monsanto cen- 
tralized exhibits program works 
like this: 

The Industrial Design Section, 
headed by William A. Lang, con- 
tinually gathers information on all 
upcoming trade shows and conven- 
tions. This data is passed along to 
divisional advertising managers. 
Along with it go reports on any 
previous experience with specific 
shows, the size and nature of au- 
diences to be expected and recom- 
mendations for or against participa- 
tion. 

All data is evaluated by Market- 
ing Services Director Farrell before 
it is forwarded to the ad manager. 
Final decisions are left to each ad 
manager, who determines whether 
the proposed exhibit will tie in ad- 
vantageously with other ad and 
sales promotion programs. 

With staff designer Bill Pasek 
acting as coordinator between the 
Industrial Design Section and the 
ad manager, specific plans begin to 
take shape months ahead of the 
scheduled show. The ad manager 
presents his ideas and motives and 
Lang, Sparkman and Pasek and 
other artists and designers in the 
section combine their talents in 
proposing the best approach for 
achieving the ad manager’s sales 
goals. 


> The work progresses gradually 
from a rough sketch to a finished 
design. Throughout the process, all 
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Pretars tee 


The Light Touch .. . An exhibit that 
was just a little different, without taking 
a big bite out of the budget. 


strive to maintain high quality in 
the end result. If costs prohibit pro- 
duction of a top quality exhibit, 
they recommend that the project be 
dropped rather than compromise 
with a poor one. 

“There has never been a gage of 
so much per square foot for any 
trade show,’ Mr. Sparkman ex- 
plained. “We determine what they 
have in mind, and if we can’t give 
them what they want and keep our 
standards high we’d rather recom- 
mend dropping out of the show.” 

Generally, the design draws upon 
use of a number of props already 
on hand in the Monsanto ware- 
house. Among them are modular 
units in standard sizes that make 
assembly easier and more rapid 
than would otherwise be possible. 
Weeks, even months, go into the 
construction of a major exhibit. 

Out-of-company display con- 
struction firms customarily build 
the exhibit after the designers have 
discussed the plans with them and 
their bids are approved by the ad 
manager involved. 

“We use seven or eight display 
companies all over the country,” 
Mr. Sparkman said. “We sometimes 
chose one for its location near a 
show, or for certain work in which 
it stands out, such as mechanical 
ingenuity.” 


> It is the Industrial Design de- 
partment’s job to handle the build- 
ing discussions with the display 
company it selects, and this, too, 
takes a considerable time burden 
off the ad manager. 

All the detail, from the moment 
the date of the show is given and 
the ad manager makes his request 
for an exhibit to the final shipping 
date, is carefully noted on the in- 
side of a special file folder data 
sheet. This becomes part of that ex- 
hibit’s permanent record. 

The file folder data sheet pro- 
vides space for date and name of 


show, space, the product, the ex- 
hibit, the promotional material, 
personnel, show services, shipping 
data, plus columns for dates ordered 
and filled, and cost. 

During the shows, the exhibits 
are manned by the sponsoring divi- 
sions, in addition to whatever pro- 
fessional aid has been employed. 
After the show the results are care- 
fully calculated and evaluated for 
future use. 


> The central industrial design 
group also handles displays at sales 
meetings and occasionally in a 
Monsanto hospitality suite. A few 
years ago Monsanto developed the 
idea of an especially designed unit 
to be used in one of the Monsanto 
hospitality suites. This gave sales- 
men an opportunity to present the 
exhibit at close attention in a more 
relaxed atmosphere. 

The central design section is also 
responsible for such permanent ex- 
hibits as the Hall of Chemistry and 
the widely publicized Monsanto 
Plastics Home of the Future, both 
attractions at Disneyland. 


> Depending on the occasion and 
the products shown, the design sec- 
tion employs everything from de- 
tailed presentations to very broad 
sales concepts to achieve exhibit 
goals. On one occasion, for instance, 
an attractive demonstrator outlined 
point by point advantages of molded 
plastic cabinet drawers before 
members of the National Assn. of 
Home Builders. 

On the other hand, an exhibit 
aimed at promoting the use of the 
company’s Lion brand fertilizers 
was so general in nature that it 
could be shown equally well in 
Nebraska or Mississippi. A huge 
three-dimensional mock-up of a 
lion sprinkled fertilizer on whatever 
crop was inserted in the exhibit. 

Through centralized planning an- 
other exhibit was built to feature 
more than 600 products to be shown 
to 20,000 people in four days, keep- 
ing in mind that many of the prod- 
ucts were highly specialized and 
their uses generally technical. Also 
couple that with the fact that these 
products are made by what amounts 
to two separate companies under 
the same corporate wing and that 
the corporate image must also come 
through effectively. 

The exhibit, used at last spring’s 
National Packaging Exposition at 
Atlantic City, promoted Monsanto’s 
Plastics Division and its Inorganic 
Chemicals Division. By clasping 100 
hearing-aid-size portable radios to 
their ears, thousands of packaging 





Mayflower delivers watch 
exhibit with precision timing 


America’s Most Recommended Mover 


@ A 20-foot Hamilton watch exhibit, containing 806 fine timepieces, plus another 
mounted exhibit of the firm’s available promotional material were slated to be 
shown at an important convention. Hamilton wanted these picked up at its head- 
quarters and delivered intact and on-time to the convention site—some 750 miles 
away. The job was entrusted to Mayflower. As a result, the complete display was 
picked up, delivered and returned . . . on-time and in perfect condition. 

Only veteran Mayflower drivers, experienced in safely meeting over-the-road 
schedules, are assigned to handle exhibit moves. For expert exhibit moving service 


without “will it get there on time?” or “will it get there in one piece?” worry ... 
call your Mayflower agent! 


AERO MAYFLOWER TRANSIT COMPANY, INC. +> INDIANAPOLIS, INDIANA 
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1 IF YOUR CHILD HAS 


A BAD SORE THROAT... 

call your doctor, especially if there is 
difficulty in swallowing, swollen neck 
glands, high fever, nausea or vomiting. 
Prompt treatment of “strep” throat 
can prevent rheumatic fever and rheu- 
matic heart disease. 


IF YOU THINK YOU HAVE 
HIGH BLOOD PRESSURE... 
see your doctor. Only he can tell. He 


can usually control it and decrease the 
chances of heart damage or “stroke’’. 


STROKES ARE NOT HOPELESS... 


Many patients can be treated effec- 
tively. Invalidism can be prevented or 
reduced. 


Your Heart Fund dollars helped to 
produce these advances. But heart dis- 
ease is still the nation’s #1 health 
enemy. Further progress depends upon 
your support of medical research. 


GIVE to the 
HEART FUND 
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Ask your Heart 
Association for these and 





show visitors took turns strolling 
from one area of the exhibit to the 
next, listening to tape recorded 
messages about the products on dis- 
play. Radio waves beamed from 
directional antennae concealed 
beneath their feet activated the tiny 
receiving set in each of ten re- 
stricted areas of the exhibit. 

If any question remained in their 
minds after the radioed messages 
came their way, the visitors were 
invited to punch suitable question 
buttons on a large panel. Gears 
whirred into action, lights winked 
and the appropriate printed answers 
came out. 

In the event that even the litera- 
ture didn’t provide all the answers, 
the visitor had merely to walk into 
another area and ask his question 
out loud. A panel of Monsanto ex- 
perts in a room two floors away 
heard the question (directed to a 
circulating microphone) and 
radioed back the answer—again via 
a sub-floor antenna. 

When the results were tabulated 
after the exposition closed, both 
sponsoring divisions were satisfied 
that the months of planning and 
preparation and the sizable expense 
that went into the exhibit were 
justified. Throughout the show the 
big block M trademark presided 
over the entire exhibit. 


> As to future trends the Monsanto 
designers expect increasing use of 
mechanical and electronic aid in 
order to attract prospects. They see 
the advent of new construction 
materials such as light-weight plas- 
tic foam laminates and even inflat- 
able structures, which would ease 
the expense of shipping and storing 
exhibits. 

As in the past, they probably will 
submit such new equipment and 
materials to the exacting test of op- 
erating in the Hall of Chemistry, 


OG orhs> 
I'm taking a survey. Why do you buy 
exhibits from him when ours are 
twice as cheap? 





which is open and running day in 
and day out. 

Using those devices that prove 
themselves, they expect Monsanto 
displays to continue to demonstrate 
the advantages which Director 
Farrel credits to them as part of 
the over-all marketing program: 


e They provide actual physical 
contact with present and prospec- 
tive customers. 


e They actually demonstrate prod- 
uct quality. 


e@ They are a quick method for gag- 
ing acceptance of products. 


e They point up trends for future 
new products. 


e They give a first hand look at 
what the competition is doing. 


e Finally, they provide opportunity 
to present Monsanto products and 
talk intimately with product-pros- 
pects in a single industry or a re- 
stricted market. 44 


Self-Crating Exhibits 
Featured in Catalog 


A variety of exhibit styles in self- 
crating units is shown in an illus- 
trated catalog from Display Creators 
Inc., Chicago. 

Each unit folds into becoming its 
own shipping crate, needing only 
one person to close and lock its 
doors to ready it for shipping. 
Among the styles shown are floor 
exhibit units ranging in size from 
8’ to 20’ with prices starting at $475. 

The exhibits are made of plywood 
with solid oak skids and piano 
hinges. Each has a variety of cus- 
tomized. treatments including name 
panels company or product name in 
cut-out letters, removable pegboard 
panels, sliding door storage com- 
partments, choice of colors, and a 
lacquer and scratch-resistant fleck 
finish. 
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New Plan Eases Exhibiting 
In International Fairs 


An organization for handling U.S. 
and Canadian exhibits in interna- 
tional trade fairs has been developed 
by Tames Advertising Agency Ltd., 
Toronto. 

Called “Intermart,” the organiza- 
tion will enable North American 
companies to participate in the 
trade fair without losing valuable 
time and personnel during the time 
of the fair. Intermart will buy space 
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SGREENED 4 COLOR SEPARATIONS 
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en bloc at the fairs and set up co- 
operative traveling exhibits of 
similar products. 

Products will be transported, dis- 
played and promoted at the fairs 
in a “package deal” which will cost 
less than would an individual ex- 
hibit. Intermart will staff the ex- 
hibits with multi-lingual represen- 
tatives and assist in securing over- 
seas sales agents who would be 
thoroughly briefed on the products 
exhibited. Multi-lingual display ma- 
terial, promotional literature, etc., 
will be produced for the exhibitors 
by Intermart. 

Prices in this cooperative exhibit 
will be based on a straight per- 
square-foot rate based on the var- 
ious rates of different fairs, plus a 
proportionate share of transporta- 
tion costs. The package deal would 
include a series of international 
fairs from which detailed contact 
reports would be made to exhibitors 
and a certain amount of sales liaison 
would be performed. However, fol- 
low-up would be largely the re- 
sponsibility of the individual ex- 
hibitor. 

Complete information on _ the 
package exhibit plan or individual 
participation can be obtained from 
President John G. Tames, Tames 
Advertising Agency Ltd., 395 Bay- 
view Av., Toronto, Ont. 44 


Local Convention Facilities 
Shown in Dallas Brochure 


An illustrated color brochure, 
showing trade show and convention 
facilities in Dallas, Tex., has been 
released by Freeman Decorating Co. 

The brochure includes pictures of 
the Dallas Memorial Auditorium, 
downtown hotels, Market Hall, State 
Fair Park, and motor hotels, with a 
listing for each of key executives, 
telephone numbers and addresses. 

Also included for each spot shown 
is a listing showing the total exhibit 
and meeting area and “largest room” 
facilities. A variety of Dallas recre- 
ation spots is also shown in the 
brochure. 

. for more details circle 612, page 127 


New Fact Sheet 
Describes Porta-Floor 


An illustrated folder giving spe- 
cifications and installation instruc- 
tions on a portable exhibit flooring 
is available from Porta-Floor Inc. 

Porta-Floor is a viny] tile flooring 
which can be put down without 
cement, glue or tape. Each tile is 
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How Many Times Can An Exhibit Be Used? 


It is true, in most cases, that the 
solution to this entire question is 
the limitation of your budget, but 
a favorable increase in funds for 
new exhibits is far from a “cure- 
all,” and doesn’t solve the problem. 

Fundamentally, you want to get 
the most mileage possible from a 
booth, whether you spend $300 or 
$30,000 in original construction. 
But too often a company will use 
one exhibit over and over without 
giving consideration to its becom- 
ing dated and losing all impact. 

It is the consensus of EP&DA 
members that the most economical 
solution to this is to create a small 
“contingency fund” that will allow 
minor changes and adjustments 
that can alter the appearance and 
retain the exhibit’s interest and 
drawing power. 

A new color scheme can be in- 
troduced or a new copy approach 
can be achieved very inexpensively. 
If you appear in shows within the 
same vertical market, your audi- 


held firmly in place by an inter- 
locking “key” piece made of the 
same material used in the squares. 
Slight pressure by hand or foot 
quickly pushes the key in place, 
locking the squares together until 
time to move them. Once put down 
over a firm and relatively smooth 
surface, Porta-Floor will lay as flat 
as though it were glued down, with- 
out danger of shifting or moving 
under foot. 

. for more details circle 613, page 127 


Fabric Name Badges 
Developed by Avery 


Pressure-sensitive identity badges 
in a silk-like fabric have been in- 
troduced by Avery Label Co. 

Designed for conventions, tours, 
sales meetings, etc., the Avery Fab 
labels are available in three dif- 
ferent styles in shapes, copy and 
color. Price is set at about 2.5¢ each. 

Additional information can be 
obtained from Avery Label Co., 
1616 California St., Monrovia, Cal. 

44 


New Checklist Helps 
Exhibitors Judge Show 


A “Shows and Exhibits Checklist,” 
designed to help prospective ex- 
hibitors judge a show’s relative con- 
tribution to their companies’ mar- 


ence does not vary much from show 
to show and these alterations will 
serve to hold their interest. 

Of course, when you hit a dif- 
ferent vertical market, it is funda- 
mental practice to change your 
story to fit your audience. 

Constant re-use, however, in- 
variably reflects in a down trend in 
audience and, in turn, in the de- 
sired results. And, since any public 
appearance is actually a reflection 
of the company image, a “tired” 
booth doesn’t exactly reflect a vi- 
brant, progressive organization be- 
hind it. 

As a summation, a booth can be 
artfully re-used until your imagina- 
tion runs dry, and it can be done 
economically. An exhibit is de- 
signed to be a valuable sales tool 
for you. We are sure these recom- 
mendations will help you to use it 
to your best advantage. 


— Prepared especially for A&SP by 
the Exhibit Producers & Designers 
Assn. 


keting objectives, has been released 
by the Assn. of National Adver- 
tisers, New York. 

The checklist generally outlines 
the basic information which the 
A.N.A. Shows and Exhibits Com- 
mittee considers essential in a show 
prospect, including such points as 
allocation of space, promotion aids, 
past performance, and market 
served. 

Copies can be obtained from 
A.N.A., 155 E. 44th St., New York 
17, by all show managers and 
organizations sponsoring shows. 44 


Stock Aluminum Sections 
Available in Color 


Aluminum exhibit sections, in 
eight different colors, have been 
introduced by Universal Molding 
Co. 

Marketed under the name “Uni- 
color,” the roll-formed stock in- 
cludes 1x1” screen frame, round and 
square tubing, storm sash frames 
and various angles and channels. 

Measurements of the stock items 
usually run in 7’ heights with vari- 
able lengths providing for the de- 
sign of modular exhibit units which 
can be expanded or contracted ac- 
cording to space requirements. 

Additional information is avail- 
able from Universal Molding Co., 
Lynwood, Cal. 44 





There are eight steps the Camp- 
bell Soup Co. uses to evaluate 
promotion in the field. We have 
found this systematic approach use- 
ful in increasing our efficiency. 


1. Know the marketing objec- 
tive of your promotion. 


We recently initialed a low-bud- 
get promotion for the sole purpose 
of obtaining mass displays in retail 
markets. This promotion included a 
self-liquidator. We didn’t expect 
many consumer returns. When our 
people evaluated this promotion 
they told me it was a poor promo- 
tion because it didn’t command 
many consumer returns. They were 
right. It didn’t. But our objective 
was reached—the promotion ob- 
tained many mass displays of a 
family of products. 

As promotion managers you 
should know the marketing objec- 
tive of your promotion. What do 
you want the promotion to do? 
Promotions are built to increase 
sales of a product or brand, but there 
are various routes to this end. Work 
closely with your marketing people 
to establish the objective—with 
marketing managers, advertising 
managers, sales executives and the 
research department when develop- 
ing your promotion. 


Mr. Carter is assistant general promotion 
manager, Campbell Soup Co., Camden, 
N. J. 


How to Evaluate 


Sales Promotion 


HARRY A. CARTER 


2. Evaluate your lines of com- 
munication. 


Is the complete story going to the 
field? Is it going out on time? 

Proper knowledge of the market- 
ing objectives brings up this prob- 
lem of communications. Many busi- 
ness people tell me this is probably 
the greatest problem they have. 

As promotion men you spend a 
great deal of time developing a 
promotional program; you live with 
this program from its inception until 
it goes to the field, yet the promo- 
tion is only as good as it is pre- 
sented to the ultimate 
my case the retail grocer. 

All information—from the rea- 
sons why, to the smallest details— 
must be presented properly to the 
sales force. They must sell it—the 
more information they have the 
better they can sell it. 

Give your sales force as much 
lead time as possible. In the food 
business, large operators are sched- 
uling their promotional activities at 
least two and sometimes three 
months in advance. If the program 
is to be sold successfully it must 
be presented for consideration by 
the retailer or the chain operator 
with enough lead time for him to 
make complete plans. 


user—in 


3. Study past promotions. 


Using past promotions as a bench 
mark is helpful in determining the 
degree of success or failure of the 


current activity. Learn from your 
own past experience to avoid mak- 
ing the same mistakes twice. 

At Campbell Soup our district 
managers send in complete reports 
on activities within their districts. 
These reports record the number of 
displays obtained, number of cases 
displayed, the number of stores in 
which displays were installed, the 
amount of point-of-sale material 
placed, and, in the case of new 
products, the number of introduc- 
tions obtained. 

We ask each district manager his 
opinion of the promotion. We en- 
courage him to obtain opinions from 
his salesmen. What was wrong with 
the promotion? Why was it good? 
How could it be improved? These 
reports are reviewed carefully in 
the home office in an effort to im- 
prove activities in the promotional 
field. Costs are then calculated, 
compared with previous promotions, 
and forwarded to the appropriate 
marketing manager. 


4. Experiment before and re- 
search afterwards. 


While past experience is helpful, 
conditions can and do change. If 
time permits, test a promotion in 
limited areas before releasing it on 
a broader scale. Testing of redemp- 
tion rates in a representative area 
usually comes close to the final rates 
produced later on a_ nationwide 
basis. 


Any promotion can cause a 
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Civil War 


Recruiting 
posters 


Southern & Northern 
* 
BATTLEFIELD MAP 
with 78 battlefield locations 
and Chronological History 


* 
CONFEDERATE MONEY 
- 

1776 
COLONIAL DOCUMENTS 


Antiqued Reproductions. . 
They Look OLD and 
actually FEEL OLD! 


EFFECTIVE FOR ANY PROMOTION 
Price is low 
Give-aways; self-liquidators 
send for Bulletin of Ideas and 
ices; or remit $2 for handsome 


interesting samples. 


HISTORICAL 
DOCUMENTS CO. 


DEPT. A 8 NORTH PRESTON STREET 
PHILADELPHIA 4, PA. 


WORKING 
a 


2 types: MOVABLE and 
ONE PIECE miniatures 
in bright or gilt finishes 


NEW TOOL KIT = 
5 gilt-finish tools in red = = 
viny! roll. Shipped 

assembled. Can be imprinted 
Write, wire, phone TODAY for 
samples & prices on GRC metal 
miniatures 


World's Foremost Producer of Small Die Castings 


3 Second Street, New Rochelle, New York 
Phone: NEw Rochelle 3-3600 
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temporary increase in share of 
market. The real test comes later— 
after the promotion period, when 
the consumer is ready to purchase 
again. 

At Campbell we rely on sales 
statistics and distribution figures, 
obtained within the company. We 
also rely heavily on data from A. C. 
Nielsen Co., which reports on con- 
sumer purchases, not shipments. 
This data, presented bi-monthly, 
permits us to judge accurately the 
short and long range results of each 
promotion—a_ reliable guide to 


future activity. 


5. Apply the findings of studies 
on displays. 


DuPont’s comprehensive study 
of impulse purchases, in 1949, 1954 
and again in 1959, reveal a distinct 
trend toward more impulse buying. 
It covers practically all lines han- 
died by U.S. grocery stores. 


Progressive Grocer’s eight-week 
study of special displays in grocery 
stores late in 1959 revealed some 
enlightening facts. This comprehen- 


A Checklist for Promotion Evaluation 


It is not easy to determine just how profitable a promotion is, or indeed, if it is 
profitable at all. To help in a systematic evaluation of a program, Kenyon & Eck- 
hardt, New York, has developed this standard form, which was presented at the 
SPEA Conference by Milton Margolis, a K&E vice president. 


Product: 
Name of Promotion: 
Objectives of Promotion: 


Offensive or defensive as related to sales, market 


attitude and identity, etc. 


Description of Promotion: 
Promotion Market: 


Timing: 1. Promotional sell-in to the trade 


. Beginning exposure to the consumer 


3. Ending exposure tc 


the consumer 


bove and beyond what would be normal expenses: 


. Sales time 


Advertising 


. Point-of-purchase material 


. Other (contest prizes, premiums, etc.) 


Results: 


. Estimated normal sales (were there no 


promotion) 


. Actual sales achieved during period of promotion 


. Added sales directly attributable to the promotion 


. Added gross profit directly attributable 


motion 


to the pro- 


Less: Total cost of the promotion 


Sontribution to profit (or loss) of the promotion 


Market 


share before promotion 


. Market share during promotion 


9. Market share - 


. Market 


motion 


—— months following promotion 


share shift directly attributable to the pr 


l. Brand attitude and identity shift before and after 


promotion 


Additional 

a. Number 

b. Displays 
achieved 


4. Cost p 


13. Reaction of 


Diagnosis: 


Evaluation: 


Contest entries received and unit cost 


reference data: 


f special deals sold 


obtained and unit cost per display 


per entry 


er added sales unit moved 


sales force and the trade 


Why did results happen the way they did? 


1. The favorable aspects of the promotion 


2. The unfavorable aspects of the promotion 


. The advisability 


motion 


of repeating or expanding the pr 


. The revisions needed if the promotion is to be re- 
peated or expanded 





sive analysis of all displays in a 
group of typical supermarkets 
testifies that substantial sales gains 
can be obtained by special displays. 

Needless to say, the majority of 
Campbell promotions are designed 
to obtain special displays of our 
products. 


6. Evaluate the possibilities of 
tie-in opportunities—a spread- 
ing trend. 

More and more, the housewife is 
using convenience foods as_ base 
ingredients. The promotional and 
advertising tie-ins are obvious. One 
out of every six cans of soup is 
used making another dish. Stores 
which display canned tuna and 
canned spaghetti together experi- 
ence an average weekly increase 
of both that is quite remarkable. 

We continually evaluate tie-in 
opportunities. Soup ’n Sandwiches 
and Soup ’n Crackers are natural 
tie-ins. They go together like dollars 
and cents. Retailers love such 
promotions. They not only sell more 
soup, but more and more tie-in 
products. 


7. Take another look at your 
packaging—and shipping cases. 

Many a product’s battle has been 
won or lost because of its package. 
From time to time evaluate your 
package. The measures applied by 
manufacturers in packaging their 
products to make shelf stocking 
easier and attract the consumer can 
decide the success or failure of a 
product. 

Go a step further. Take a good 
look at your shipping cases. You 
might perform a real service for 
your own shipping people, the 
wholesaler and the retailer by mak- 
ing your shipping case easier to 
to handle, easier to read, and pos- 
sibly easier to open. 


8. Get out into the field as often 
as possible. 

Look at your point-of-sale ma- 
terial there with a jaundiced eye. 
It may look beautiful in the home 
office. But is it functional? Can a 
salesman assemble the material 
without having to apply for a union 
card? Can he carry it in his car? 
Does it really attract attention? 
Can it be re-used or easily moved 
to another location in the store? 
Was four-color printing and fancy 
artwork necessary? Or could the 
job have been done with two-color 
and buckeye printing? 


> As a promotion man, get into the 
field, visit stores, talk with retailers, 
consumers and salesmen, and ob- 
serve your competition. 44 








at 
less cost 


1 Photographic 
typesetting machines 


operating day-and-night at Warwick Typographers in 
St. Louis are producing millions of type characters for a 
tremendous variety of printed material. 


In a few years’ time the demand for this modern method 
of typesetting has enabled Warwick, pioneer in this field, 
to become the largest producer of photocomposition in 
the world. Send for a sample Photo-Repro proof and see 
for yourself this remarkable method of setting type. 


WARWICK TYPOGRAPHERS 


920 WASHINGTON AVENUE «+ ST. LOUIS 1, MO. 


FREE TYPE BOOK—Big Fotosetter 
working manual containing Fotoset- 
ter faces plus Headliner and Flex- 
set samples. Write Dept. 102 today. 


Serving 43 states... overnight air delivery to your desk 


IN PLAQUES 
& TROPHIES 


@ Save valuable 
executive time 
@ Meet program 


Creative deadlines 


a @ Stay within budget 

Designs niet diadeaatel 

! EDWIN W. LANE CO. 
32 W. Randolph Street 
Chicago 1, Ill. 


Dept. ADR . . . Send me FREE Literature. 
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How te sell the 
6OHOD C2@ 


If you want to reach a 
special market, you had 
better special 


habits, as did this Texas 


learn _ its 
department store. 


By Thea Flaum 


From 12 to 1 p.m., the merchants 
peer out of their windows and 
watch them parade by, eyeing them 
with that fond gleam a retailer 
saves for his favorite customers 

. . Take a walk down Fifth Av- 
enue, or State Street, or, for that 
matter, just stand on any corner 
and watch the girls go by. For the 
most part, they are well-dressed, 
well-coiffed, bright of eye, and rosy 
of cheek. If there’s a New Look— 
whether it be that of Jackie Ken- 
nedy, Brigitte Bardot, or the mod- 
ified sack—they’re wearing it. 

You know them. They are your 
secretary, your daughter, your wife 

. the avid window shoppers, the 
careful readers of the fashion mag- 
azines, the girls who have made 
Revlon and Elizabeth Arden into 
big business, and are likely to keep 
them that way. They have money 
to spend, a lot of it, and much of 
it is used to satisfy a strong de- 
termination to look chic, and to 
really become a Lovelier You. 


> These new women, many of them 
“working girls,” have become stand- 
ard scenery on .every main thor- 
ough-fare. Even in Houston, Texas, 
where an alert merchant, Harry 
Battelstein, discovered that the 
peak purchasing hours for his 
downtown clothing store were 12 
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to 2:30 p.m. Recognizing a target 
market when he saw one, he de- 
signed a promotion calculated to 
turn the window shoppers into 
steady customers. 

Begun in the spring of 1956, the 
whole promotion, now a Battel- 
stein institution, has been engi- 
neered by Julia Orr, Battelstein’s 
style co-ordinator, who worked on 
the Washington “Government Girls” 
program during World War II. 
Keeping career girl facts of life— 
lack of shopping time, small bud- 
gets—clearly in mind, she created 
a program, tailored to fit the work- 
ing girl, like the slim black dress 
that has become her trademark. 


> The pivot point of the Battelstein 
promotion is a club called, appro- 
priately enough, “Memo Set.” Its 
board of directors, the “VIPS,” is 
composed of five top-level working 
women, who lend importance and 
act in a loosely advisory capacity. 


Window for the Set 
Tying in with a 

travel theme, this 
window showed clothes, 
as well as a copy 

of the club paper. 


The rank and file, now numbering 
10,000 career girls, were recruited 
with mail brochures, periodic full- 
page newspaper ads, and through 
word-of-mouth recommendation. 
Members are entitled to pre-sale 
advantages and the services of a 
special “Memo Set Shopper,’ who 
will do their buying for them. In 
addition, by merely flashing her 
membership card, a member gets 
quicker service during her lunch- 
time shopping. 
>» Actually, the entire promotion is 
compounded of only three basic 
ingredients: 


® Periodic 
women 


salutes to working 

@ Fashion show programs 

© “Monthly memo” newsletter 
The campaign began with some 

no-so-subtle flattery. Battelstein’s 


took double column page-length 
ads in Houston dailies, which gave 





ads in Houston dailies, which gave 
“Memo Set Salutes” to two out- 
standing working women. The copy 
told about their jobs, hobbies, etc., 
and included a salute to National 
Secretaries Week. Response was 
very good. The salute enormously 
gratified the women so honored, all 
secretaries by implication, and has 
continued to be a monthly activity 
of Memo Set. Regularly, Memo 
Set honors at least one woman 
who is tops in her field, or runs 
multiple “salutes,” sometimes cov- 
ering several unrelated fields. From 
those women mentioned in the Sal- 
utes, an annual “Woman of the 
Year” is chosen. 

The salutes pay compliment to 
the ladies, and carry no mention 
of Battelstein’s, other than its logo. 
However, the store is quick to get 
into the act. The salutes are fol- 
lowed through with thorough tie- 
in merchandising. If, for example, 
the woman of the month is in the 
travel industry, then Battelstein’s 
newspaper advertising is keyed to 
a travel theme, as are some of its 
window displays and point-of-sale 
materials. 


> The salutes have been most effec- 
tive, however, as goodwill door- 
openers into the offices, cafeterias, 
and business clubs of Houston in- 
dustry, where Battelstein’s has 
been provided with an ideal show- 
case for its merchandise. Capsule 
fashion shows are held during 
lunch hours and coffee breaks in 
banks, insurance companies, offices, 
etc. Similar dress parades are 
staged in the evenings at private 
clubs, secretaries associations, and 
professional women’s groups. 

With three shows, spaced three 
minutes apart, Battelstein’s coffee- 
cup couture reaches 1,000 in one 
day at the Prudential Insurance Co. 
500 girls witness a show held in the 
cafeteria of the Southwestern Bell 
Telephone Co. Even the Advertis- 
ing Club of Houston, membership 
mostly male, had a recent showing 
for wives and friends. 

Capitalizing on the warm re- 
sponse and rapt attention that a 
style show invariably evokes from 
a woman, a whole series of special 
events have been integrated into 
the promotion. Often, Battelstein’s 
presents fashion “clinics,’ where 
accessories, cosmetics, and prac- 
tical advice on what to buy, and 
the inevitable “how much?” are 
given along with the items. 

Some shows are staged inside 
the two Battelstein stores (one 
downtown, and one in suburban 
River Oaks.) Yearly, a 30-minute 


lunch-hour economy show features 
the low-priced designs of Kay 
Windsor and Mr. Mort. Quick sand- 
wiches a la mode, are combined 
again and used to tie in with na- 
tional women’s magazines, such as 
Mademoiselle and Glamour. 


>» Another offshoot is the “Financial 
Forum,” where an official of a lo- 
cal bank speaks on “Your Bank 
and What it Can Do For You,” 
backed up by a panel of experts 
from the local social security office 
to answer questions. It is followed 
by a fashion show called “How to 
Get the Most From Your Fashion 
Dollar,’ and the event has become 
a Memo Set favorite. 

But all the other fashion shows 
pale into insignificance beside the 
“Fashionata,’ a big Texas-style 
spectacular. The star is the “Woman 
of the Year,” and “Battelstein’s 
beautiful clothes, all within the 
budget of women who work,” and 
the Memo Set members, whose 
“adventures” are part of musical 
skits integrated into the produc- 
tion, share the supporting roles. 
Champagne is served up along with 
modes and music; all proceeds go 
to charity. Battelstein’s absorbs the 
costs, and the $5 per person charge 
for tickets is forwarded to the New- 
born Research and Study Unit of 
Texas Medical Center. 


>’ Running concurrently with the 
fashion shows, the advertising pro- 
gram, and the monthly salutes— 
and reinforcing the goodwill and 
promotion gains they make—is the 
Monthly Memo, a breezy produc- 
tion newsletter sent to all Memo 
Set members. Printed on bright 
polka-dot paper and livened with 
small line drawings, the mailer 
gives news of fashion trends, new 
products, and tips on everything 
from hemlines to heel heights. It 
plugs current promotions, seldom- 
shopped store departments (watch 
repair, beauty salon) and has even 
been used to push a dress now- 
play now-pay later vacation tie-in 
with Delta Airlines. 

All Memos carry order blanks 
and membership coupons which can 
be passed on to a friend. On oc- 
casion, they have even served as 
devices for market research, carry- 
ing a long questionnaire covering 
shopping habits, reaction to Memo 
Set, fashion magazine readership, 
and “Will you wear your skirts 
shorter this fall?” 


> This is a big-scale retail promo- 
tion, with careful organization fol- 
low-through, and a healthy ex- 
penditure behind it. Its long life 
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KIT shows the amazing 
power of Faultless 
Advertising Balloons 


Detailed literature and prices .. . 
profitable ideas on store promotions 
. . « displays . . . and other exciting 
ways of smart merchandising with low 
cost Faultless balloons. Write today 
on your letterhead for free sample 
kit. The Faultless Rubber Company, 
Dept. 12, Ashland, Ohio. 
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attests to its success, as do a string 
of awards, which includes Retail 
Advertising Week’s Seklemian Mer- 
it Award for “greatest store impact 
in the nation.” 

Further, the balance sheet shows 
that sales in women’s wear have 
doubled in Battelstein’s downtown 
store, and evening and Saturday 
business has risen greatly in the 
suburban store. Memo Set has also 
aided the store in planning sales, 
selecting merchandise, and in find- 
ing the best slant for store adver- 
tising. 

In short, it has worked like a 
charm. And the key to it all seems 
quite obvious—-Battelstein’s has 
merely used some very slick work- 
ing girl psychology. It analyzed its 
market, and then assiduously ap- 
plied itself to “giving the lady what 
she wants” . . . and making sure 
that she found it at Battelstein’s. 44 


Custom-Designed Awards 
Shown in Catalog 


Custom awards in a variety of 
styles are illustrated and described 
in a catalog from Beaux Arts Studio, 
Chicago. 

Beaux Arts creations shown in 
the catalog range from custom-il- 
luminated testimonials to engrossed 
resolutions to awards and certif- 
icates. 

All items are hand-executed and 
texts are arranged for the best art 
balance. Prices start at $35. Samples 
and design suggestions are sent on 
request. 

Copies of the Beaux Arts catalog 
are available. 

+ for more details circle 617, page 127 


Wild and Wooly West 
in Sales Incentive Land 


Western style items for rounding 
up more sales from the company 
representatives are illustrated in a 
folder from Organization Services, 
Detroit. 

Designed to go with incentive 
campaigns headed: “Under the Gun 
in ’61,” or “Sales Roundup,” the 
items in the folder include a variety 
of guns from derringer pot shot pis- 
tols to winchesters to paper-bangs. 
Also included are costume items in- 
cluding western hats, ties, and wal- 
lets. A contest scoreboard and fast- 
draw target game are also described 
in the folder. 

Copies are available. 

« for more details circle 618, page 127 
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Specialties for Sale... 


Items From Two Chicago 
Shows Picked by Editors 


The items described below were 
selected by the editors of ADvERTIS- 
inc & Sates Promotion from the 
shows sponsored by the Advertising 
Specialty Guild International and 
the Advertising Specialty National 
Assn., both held in Chicago. 

Space limitations prevented their 
inclusion in the reports on these 
shows in the May issue. 


Econ-O-Holder .. A plastic pen 
and mail holder for the desk with 
plenty of imprint area. Of durable 
polystyrene, in mint green, snow 
white, or sand beige. Size, 344x2'%x 
2”; price, per unit, 10-19c. Econ-O- 
Line. 

+ for more details circle 619, page 127 


Swiss Pocket Knives . . stainless 
steel blades in compact knives 
available in utility styles for variety 
of purposes. All available with im- 
print. Red, blue, green, gold or 
silver colors. Price, per unit, in all- 
utility style is $1.54 in minimum 


order of 100. The Stevens Line. 
+ for more details circle 620, page 127 


Sports Yellers . . Metal mouth 
piece sports yellers imprinted with 
cheer slogans and score records. 
Available in variety of school color 
combinations; copy area for ad im- 
print measures approximately 14x 
3”. Any quantity, 10c each, im- 
printed. Large quantity prices avail- 
able. VIP line. 

- » « for more details circle 621, page 127 


Desk Pads . . Large calendar pads 
with generous writing space for 
notes, appointments, etc. on the re- 
movable sheets. Each pad contains 
50 sheets of quality 16-lb. bond 
paper; leatheret-bond corners in 
green, black, blue, brown, red or 
maroon. Size, 1634x2134”. Ad im- 
print available on each page. Sham- 
rock Economy line. 

+ for more details circle 622, page 127 


Cap and Eye-Shade . . This un- 
likely combination might turn out 
to be just the thing for grand open- 
ings. Introduced as part of the Tag- 
Master line, this skeletonized cap 
of plastic weighs almost nothing, but 
has a visor big enough to be useful 


and to carry up to five lines of copy. 


The price ranges from 35c to 20c. 
- « « for more details circle 623, page 127 


Lightweight Ashtrays . . Newly 
introduced by the Lipette Line, this 
aluminum ashtray, 312” in diameter, 
with room for copy around the rim, 
is made to sell for less than 5c in 
quantities. 

- for more details circle 624, page 127 


Folding Ruler .. A convient 12” 
ruler of plastic, hinged at the mid- 
dle to fold down to 6” to fit the 
pocket, is offered by the Bay State 
line. Price, imprinted in thousand 
lots, is 13 to 134%4c each. 

+ « « for more details circle 625, page 127 


Pen & Pencil Catalog .. A com- 
plete list, with prices, of all pens 
and pencils available as premiums 
or specialties from Parker-Ever- 
sharp, is now offered. This includes 
sets as well as individual pens and 
pencils with imprinted names or 
three-dimensional insignia. 

. for more details circle 626, page 127 


Ko-Rec-Type Matchbooks 
Designed for Secretaries 


A premium with a built-in appeal 
for the secretarial crowd is the 
matchbook folder containing Ko- 
Rec-Type typing correction sheets 
from Cub Products Corp., Long Is- 
land. 

Each Ko-Rec-Type booklet fea- 
tures a stick-on tab for attaching 
directly to typewriter or desk and 
has the advertiser’s message printed 
on its cover. 

To make corrections, the user 
places a sheet of Ko-Rec-Type over 
the error and re-types. The mistake 
is completely covered by the special 
white coating which provides a typ- 
ing base for the correct copy. Each 
booklet is good for up to 100 eraser- 
less corrections. 

. for more details circle 627, page 127 
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Charcoal Glass Trays . Free-form 
shapes decorated in gold and ceramic 
colors make charcoal glass trays appeal- 
ing premiums. $3.75 and less, depending 


on quantity, from U. O. Colson Co., 
Paris, Ill. 





Super Poster Match Book 
Makes Premium With Pull 


A practical premium with a flair 
for getting attention and a built-in 
response pull is the “Super Poster” 
match book available from the Lion 
Match Co., Long Island, N.Y. 

The match book measures 6x4” 
unopened. When opened, it contains 
almost two dozen 214” matches; a 
6x4” display space for ad imprint 
and a detachable reply card 234x 
514”. 

The matchbook is available on 
high-calendered Photoglass stock 
in three colors, with a safety foil- 
lined mailing envelope. 

Complete information can be ob- 
tained from Lion Match Co., 11-49 
44th Rd., Long Island City 1, N.Y. 

44 


Contest ideas Shown 
In Slide Presentation 


A quick look at eight recent 
contests, arranged by Marden-Kane 
Inc., New York, is available in a 
new slide presentation. 

The viewer, which folds flat for 
mailing, is sent with a strip of 
slides showing the different types of 
contest promotions prepared for 
Alcoa, Texaco, H. J. Heinz, Pitts- 
burgh Paint, etc. 

In addition to showing what 
kinds of contests have been de- 
veloped by Marden-Kane, the pres- 
entation provides a basic reference 
to the types of layouts that have 
proved successful in recent national 
contests, as well as a listing of the 
types of prizes currently popular 
with consumers. 

- for more details circle 628, page 127 


Pocket-Size Car Wallet 
Keeps Papers Intact 


A new driver’s wallet with room 
to hold all car records without fold- 
ing has been introduced by Car 
Wallet Co. 

Transparent folding pockets on 
one side of the wallet hold the driv- 
er’s license, car registration, etc., 
plus cards for insurance, credit, and 
auto clubs. The other side has an 
accident report pad, a list of motor- 
ing hints and forms for recording 
expenses, car lubrication, etc. 

Available in durable pin seal vinyl 
in black, red, navy, brown, or beige. 
Price, per unit with ad imprint, is 
30¢ in orders of from 250 to 50 M. 

Additional details are available 
from Car Wallet Co., 507 Fifth Av., 
New York 17. 44 











Permanent type 
applied in seconds without water. yee fous 
oars storage. MADE TO YOUR SPECIFI. 
CATIONS...lettering, numbe: ur trademark, 
Send now for FRE SAMPL 8 and estimate. 


SCREEN PROCESS PRINTING CO, P.0.Box 948, Wichital,Kansas 
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23,000 HIGH SCHOOLS 
Names and addresses on addressograph 
plates 


Available for addressing 
your direct-mail promotions. 


For complete details, write, wire or 


one... 
SPECIAL CORRESPONDENTS, INC. 


230 East Ohio Street Chicago 11, Illinois 
DElaware 7-1065 





MISSILE ROCKET BALL POINT PEN 


Mabe Your Give-Away or Premium Offer a Perfect Shoot 


An Exact Minature Rocket 
New, different, exclusive, low cost. Write for 
prices and sample today. With or Without int. 
R-W CORPORATION 
22849 Ventura Boulevard Woodland Hills, California 


10 LM eee a 


If You Don’t Get At Least 10 New Ideas and 
Money Saving Techniques of Important Use to 
You...RETURN THIS BOOK IN 10 DAYS! 


GIANT-SIZED 423 PAGE 


ENCYCLOPEDIA 
of the GRAPHIC ARTS 


Here, in one single, authoritative, complete, comprehensive encyclopedia is your 
complete graphic arts technical library. It is the one book in its field that will be 
kept close at hand—as your immediate and dependable source for the essential 
information and solutions you need to answer your platemaking and presswork 


questions.. 


.and to solve your photomechanics and printing problems. 


IF YOU BELONG IN ANY ONE OF THESE CATEGORIES, THIS 
BOOK WILL BE YOUR CONSTANT SOURCE OF AUTHORITY! 


* ARTIST, ENGRAVER, LITHOGRAPHER, PHOTOGRAPHER, PRINTER, SILK SCREEN OPERATOR... 
here is your comprehensive “how-it's-done” picture of conventional techniques, plus the new- 
est innovations, many of which have never before been published. You'll learn new ways 


to achieve finer quality. 


ADVERTISING AGENCY, PRODUCTION MAN, STUDIO HEAD, AD MANAGER, GRAPHIC ARTS 
BUYER...here is the book that shows you how to obtain better results, greater efficiency in 
the planning and preparation of materials for printing and platemaking. 

* THE EXPERT—will find this book a welcome refresher and a means of keeping up-to-date. 

* THE NOVICE—will find it a source of education equal to years of schooling and practical work. 


9 IMPORTANT 1. Originals for Reproduc- 6. Photolithography and 


CHAPTERS a 


Offset Printing 


Photographic Materials 7. Photointaglio Proce- 


Covering every phase of 
photomechanics and printing 3 
—completely informative... 
yet as easy-to-read as a 
novel. PLUS over 300 illus- phy 
trations ...including articles 
by over 100 foremost lead- 
ers and practitioners in the 
graphic arts field. 


10-DAY FREE 
INSPECTION 
COUPON 


if you don’t agree 
that ‘‘Photomechanics 
ond Printing” is the 
most used book on 
your desk, return it 
after 10 days’ free 
examination for your 
money back. $15.00 
postpaid in U.S.A. or 
Canada, $346.00 else- 
where. 


$15.00. 


Name. 
Organizati 
Address. 
City 


and Equipment 
. Continuous Tone, Line 8. Silk Screen Process 
and Halftone Photogra- 9. Civilizations Debt to 


. Color Reproduction 
- Photoengraving and 
Letterpress Printing 


() Enclosed is my check for $15.00. Same 10-day free inspection 
and return privilege apply. 


dures 


Paper 
Plus a Complete Subject 
Index and 
Proper Name Index. 


Re ee 


TO: Advertising & Sales Promotion 
200 E. Illinois Street 
Chicago 11, Illinois 


(C | accept your FREE 10-day inspection offer. After 10 days I'll 
either return your book in good condition or send my check for 


Attn.: Technical Book Dept. 


Title. 


Zone___ State. counted 
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Addressograph Suppliers 


Dean-Forrest Co — | 
Art & Photography 


Colind Photography Inc. 
Corona Color Studio 

Mack, Douglas 

Major Photo Co. —_ 
Multi-Ad Services Inc. ........ 
Quantity Photo Co 

Rik Shaw Associates Ltd. 
Volk, Jr., Harry, Art Studio 
World Color Inc 


Art Supplies 


Bienfang Paper Co. Inc. 
Brown. Arthur, & Bro. In 
Crescent Cardb yard Co. 


Balloons 


Faultless Rubber Co 
Pioneer Rubber C 


Banners, Pennants 


R 


Hollywox d Banners 
Pratt Poster C 


Binders, Catalog Covers 


American Thermoplast 
Co. . 

Belford C Inc, 

Peterson Electronic Die 
Co. Inc 


Copyfitting Aids 
Haberule 


Copywriting Service 


Copy St 


Decals 


Vitachr 
Direct Advertising 


Brodie Advertising Service 96 
Cheshire Ir 92 
Colourpicture Publisher 

inc . 96 
Drey, Walter, Ir . 98 
Du-Plex Onvelope rf 39 
Letter Shop Inc 98 
Marvic Adv G p 86 
Tension Envelope Corp 101 
United States Envelope 

Co 94-95 
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Display Materials 


Hollywood Banners ............. 19 
Kleen-Stik Products Inc. 14, 63 


Display Motors 
Vue-More Corp, ....-cccceec--eee 20 


Displays, Window & Store 


Chicago Show Printing Co. 50 
Hollywood Banners ...........-.. 19 
Indiana Wire & Specialty 

Co. Inc. hana 
Pratt Poster Co. . 12 
Schutz, Thomas A., Co. Inc. 19 
Ullman Gravure Inc. 


Back Cover 
Displays, Wire 


Indiana Wire & Specialty 
Co, Inc, ace 


Duplicate Plates 


Progress-Hanson-Progressive 
Group at . 70 
Rapid Electrotype Co. . 2 


Duplicating Machines 
Dick, A. B Co. 
Envelopes 


Du-Plex Onvelope Corp. 
Tension Envelope Corp. 
United States Envelope 


Exhibit Builders 
Haas Display Inc 
Exhibit Moving 


Aer Mayflower Transit 


Co. Inc 


Fluorescent Inks & 
Materials 


Radiant C 

Imprinting 

Serssen's fmprin 
Indexes 

Aigner, G. J., Ce 
Inks, Screen Process 


Radiant Color Co. 


Buyer’s Guide and 


Labels, Tags 


Dennison Mia. Cc >. ow 
Kleen-Stik Products Inc. 
Rothchild Printing Co. . 


Lettershops 


Brodie Advertising 
Serv e 


Letter Shop Inc. 


Letters, Sign & Display 


Grace Letter Co. Inc. . 
Mailing Lists 


Drey, Walter, Inc. 
Special Correspondents 


Inc. 
Manikins, Rental 
Madisonia Manikins Inc 126 


Motion Picture Equipment 


Fairchild Camera & 


Instrument Corp. .............. 35 
Motion Picture Services 
MP-TV Services 


Office Equipment & 
Supplies 


ck, A. 8, C 
Packaging Materials 


Schwarz Paper Co 49 
Thilmany Pulp & Paper Co. 45 


Paper Chemicals 


M ynsant Chemica 


Papers, Printing 


Appleton Coated Paper 
Co 17-18 
Beckett Paper Co 37-38 
Falulah Paper Co. 75 
Fraser Paper Ltd. 7 
Great Northern Paper 
C 87 
Paper C i 
Howard Paper Mills Inc. 27-28 
Ludiow G rp 77 
Oxtord Paper C 47-48, 
Inside Back Cover 
Strathmore Paper Co. 57-58 
Warren, S. D., Co. . a 
West Virginia Pulp & 
Paper Co 


Hammerm 


68-69 
Papers, Specialty 


Bergstrom 


Paper Co 


Orchawai 


Bienfang Paper Co. Inc. ....126 
Falulah Paper Co, ............... 
Kleen-Stik Products Inc. .. 
Newton Falls Paper Mill 

Inc. : taiianeuintinssaniiett 
Radiant Color Co. .. un ae 
Thilmany Pulp & Paper Co. 45 


Photoengraving & 
Platemaking 


World Color Inc. 


Photo Lettering & 
Typesetting 


Flexo-lettering Co. Inc. .....106 
Warwick Typographers Inc. 119 


Photo Prints, Quantity 


Major Photo Co. . ...... 104 
Quantity Photo Co. 60 


Plaques, Trophies 


Arlen Trophy Co. Inc. 
Lane, Edwin W., Co. 


Postcards, Color 


Colourpicture Publishers 
Inc. ‘ 

Corona Color Studios 

Fascolor Inc. oe 

Grogan Photo Co. 


Premiums & Specialties 


A-B Emblem Corp. 
Ever Ready Calendar 

Mfg. Co. 121 
Faultless Rubber Co. 121 
Gries Reproducer Corp. ....118 
Historical Documents Co. _.118 
Ohio Thermometer Co. ... 5 
82, 123 
Pioneer Rubber Co, ............ 99 
R-W Corp. cose 
Spotts Mailing Corp. ....... 61 


Presentation Materials 
Belford Co. Inc 
Printing 


Commercial Photo-Print 
Service 

Graphic Enterprises of 
Milwaukee Inc. 

Kaumagraph Co. 

Ullman Gravure Inc. 

Back 

Universal Loose Leat 

Mfg. Co. 


Projectors 


duKane Corp. 
Fairchild Camera & 

Instrument Corp 
Picture Recording Co 
Tel-A Story Inc. 
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A-B Emblem Corp 44 
Advertising Typographers 

Assn. of America Inc. 72, 73 
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Co. Inc. 113 
Aigner, G. J., Co. 126 
American Thermoplastic 
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Inside Front Cover 
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Barron, J. G. 
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Bernhardt 


Chicago Show 


Commercial Photo Print 


Service 70 
Copy Shop 


Self-Sticking Specialties 


= 


Barron, J. G., 

Decalcomania Co. 126 
Dennison Mfg. C 42 
Products 54-55 
Kleen-Stik Products Inc. 14, 63 
Multi-Color Process Co. 86 
Sales Promotion Products 

Inc. 44 
Screen Proc 


Co. "82, 


Fasson 


Shipping Services 


Emery Air Fre aht 


Sign Materials 


Fasson Products 

Kleen-Stik Products 
Inc. 

Minnesota Mining 
Mfg. Co. 

Rohm & Haas Co. 


vertisers 


orona Color Studios 
Crescent Cardboard Co. 
Dean-Forrest Co. 

Dennison Mfg. Co. 42 
Dick, A. B., Co. 

Drey, Walter, Inc. 98 
DuKane Corp 34 
Du-Plex Onvelope Corp 39 
Emery Air Freight 21 
Ever Ready Calendar 

Mfg. Co. 121 
Fairchild Camera & 

Instrument Corp 35 
Falulah Paper Co. 75 
Fascolor Inc 97 
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Flexo-lettering Co. Inc. 
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Fasson 
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Grace Letter Co. Inc. 
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Northern 


Hammermili 
Historica 
Hollywood 
Howard Paper Mills Inc. 


Wire & Specialty 


Inc 


ndiana 
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Sales Promotion Products 


inc 


Signs & Identification 
Materials 


Fasson Products 
Kolux Corp. 
Multi-Color Process Co. 
Ohio Thermometer Co. 
Pratt Poster Co. 
Robertson Sign Co. 
Rohm & Haas Co. 
Sign Crafters Inc. 
Ullman Gravure Inc. 
Back Cover 


Signs, Metal 


Robertson Sign Cc 


Signs, Plastic 


S gn Crafters Inc. 


Industrial Newsletters 

Kaumagraph Co. 

Kleen-Stik Products Inc. 

Kolux Corp. : 

Lane, Edwin W., Co. 

Letter Shop Inc. 

Ludlow Corp. 

Mack, Douglas 

Madisonia Manikins Inc. 

Major Photo Co. 104 

Adv. Corp. ............ 86 

Minnesota Mining & 
Mfg. Co. 

Monsanto Chemical Co. 


Monsen 


Maprvic 


60, 6l 
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Typographers Inc. 85 
MP-TV Services . ‘ . 34 
Multi-Ad Services 115 
Multi-Color Process Co. .... 86 
Newton Falls Paper Mill Inc. 13 
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Orchawaii 82, 123 

Oxford Paper Co. 
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Peterson Electronic Die 


aS eee 
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Pioneer Rubber Co. . ~~ 
Pratt Poster Co. ahr tS 
Progress-Hanson-Progressive 
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Mack, Douglas 
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American Type Founders 8! 
Amsterdam Continenta 
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Equipment 

es Inside Front Cover 
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nae 06 
Service Typographers Inc. 92 
Sign Crafters Inc. . 66 
Special Correspondents 

Inc. E . . ...123 
Spotts Mailing Corp. ........ 61 
Strathmore Paper Co. 57-58 
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Vue-More Corp. . 20 
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Warwick Typographers Inc. 119 


West Virginia Pulp and 
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World Color Inc. 115 


Typewriters, 
Composing-Reproducing 


Friden Inc 9 


Typography 


Advertising Typographers 

Assn. of America Inc. 72, 73 
Bundscho, J. M., Inc. .... 49 
Monsen Typographers Inc. .. 85 
Service Typographers Inc. .. 92 
Warwick Typographers 

Inc, 1g 


Visual Aids 


Belford Co. Inc. . 

Colind Photography Inc. 

DuKane Corp. 

Fairchild Camera & 
Instrument Co. 

Peterson Electronic Die 
Co. Inc. 

Picture Recording Co. 

Tel-A-Story Inc. 
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Preferred Sources for 
SERVICES AND SUPPLIES 


BINDERS 


roomy, flexible 


Maks 


AC) Le 


VAAL, OE i WT A 
vcs 


These top-grade, low-cost briefcases are made of sturdy 

hard-to-mar, easy-to-clean vinyl plastic, electronically 

bonded for long-life. Complete with special unbreak- 

able zipper. Distinctive imprinting in gold leaf, colored 

pigment foil or colored screen-print included in price 
FOUR SIZES AVAILABLE ! 


priced from 50¢ in lots of 1,000 


WRITE FOR PRICE LIST AND SAMPLE. 


AMERICAN THERMOPLASTIC COMPANY 


425 First Avenue Pittsburgh 19, Pa COurt 1-6657 


DECALS 


BARRON'S DECALS 


Water, Varnish, or Dry, Waterless 
Decals, Any Size or Quantity. Pres- 
sure Sensitive Signs and Trademarks 
in Vinyl, Mylar, Scotchlite. 

4. G. BARRON DECALCOMANIA CO. 
333 N. Michigan Ave., Chicago, Ill. 


TITLE INDEXES 


INDEXES for YOUR Made with special 
titles or choose 
from a wide variety 


of standard titles. 
G.). Aigner Company From your printer 


426 $. Clinton St. or write for infor- 
Chicage 7, l., HA 7-7414 | mation and samples. 


CARTOONS 


200 CARTOONS 


Top flight cartoons for your 
ads,. house. organs,. etc .50 
Printed on Kromekote. 
10 CARTOONS FREE 


BERNHARDT, 733 A St., Hayward, Calif. 
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MANIKINS 


Available 


on a modest rental 
basis, to lend dis- 
tinction to your 
trade show exhibits 
and special promo- 
tions. We manikins 
work 24 hours a 
day without tiring. 
Complete selection 


of ladies’ men’s and | 
children’s figures. 


MADISONIA MANIKINS, INC. 


| NEW YORK: 152 W. 25 St., CHelsea 3-1550 
CHICAGO: 11 So. Desplaines Dearborn 2-6818 


TAGS 


Merchandising 


Free-Tag Kit 
Color Counsel, 
Art, Copy, 
Surveys 


Tag and Label Division 


Rothchild Printing Company Inc. 


52 East 10th Street New York 3,N.¥. ORegon 7-6150 


ADDRESSOGRAPH PLATES 


NEW PLATES NEW FRAMES 


fer your Speedauvmat and Addressograph 
all styles available — immediate delivery 


DEAN FORREST CO. 


7 Foster Street Revere, Mass. 


ART SUPPLIES 


COPYWRITING 


COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 

your staff—but not to 

your poyrolli—get a 

top creative team for a 

pre-agreed per-job fee. 
MU 3-1455 Persuasive Communication 
reeiaanal Sinttigy ae™ any kind — any medium 





COLOR POST CARDS 


BEST BUY !1 


RR ep TAeT TS 


ALL SIZES of CARDS 


Original Photography to Finished Postcard 
Fast Service Available 
Write for Price List and Somples 
CORONA COLOR STUDIOS 
72 W. 46th St. New York 36,N_ Y 


& Catalog 
Grace Letter Co., Inc. 
77 Fifth Avenue, Dept. D 


New York 3, N.Y. 
Watkins 4.0650 


ALPHABETS 





To 
Reach 
the 
Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


in 


Advertising & | 
Sales Promotion 


200 E. Illinois St. « Chicago 11, Ill. 





G01 /Circle on Readers’ Service Card 
Layout Aids 

. made by Fototype are described in a 
new folder. (Page 77) 


602/Circle on Readers’ Service Card 
Web Ofiset 

- details are in a booklet from the 
Miehle Co. (Page 82) 


@03/Circle on Readers’ Service Card 
Same Size 

. « - camera, SS Custom, for use in office 
reproduction centers, is described in Good- 
kin printed material. (Page 88) 


6O4/Circle on Readers’ Service Card 
ROP Color 

- tabulation, lines run in American 
newspaper advertising, are featured in 
Hoe’s annual report. (Page 88) 


GO05/Circle on Readers’ Service Card 
Caledonia Bold 
. @ roman head dress with many uses, 


aa 


610/Circle on Readers’ Service Card 
Polyethylene Decorating 

... W. R. Grace & Co. releases a technical 
bulletin on printing and decorating poly- 
ethylene. (Page 45) 


G11/Circle on Readers’ Service Card 
Self-Crating Exhibits 
- several styles of self-shipping exhibit 
units are shown by Display Creators Inc. 
(Page 115) 


612/Circle on Readers’ Service Card 
Dallas Show Brochure 

. » » Freeman Decorating Co. shows ex- 
hibiting facilities in Dallas, Tex. (Page 116) 


Please have the following sent me. 
1 602 603 604 605 606 


Advertising & Sales Promotion 


READERS’ SERVICE 


613/Circle on Readers’ Service Card 
Porta-Floor Folder 


. @ portable viny! flooring is described 
by Porta-Floor Inc. (Page 116) 


614/Circle on Readers’ Service Card 
Visible Controls 


- . . Murograph is described by Visual 
Controls Co. (Page 168) 


615/Circle on Readers’ Service Card 


*Please print or type information below 


NAME 


607 608 609 610 611 612 — 


13 614 G15 616 617 618 
19 620 621 622 623 62 

25 626 627 628 629 630 
31 632 633 634 635 636 


says Mergenthaler in a folder about its 


typeface. (Page 88) COMPANY 


60G/Circle on Readers’ Service Card 
Creative Letterheads 

. shown in a portfolio from Whiting- 
Plover Paper Co. (Page $2) 


PRODUCTS SOLD 


ADDRESS 


If you do not have a personal Ad- 
vertising & Sales Promotion subscrip- 
tion and would like to receive the 
next twelve monthly issues (US., 
Canada and Pan-America, $3; 
others $5) please check below: 


CITY & ZONE 
607/Circle on Readers’ Service Card 


Packaging File Kit 

. . » facts on types of skin packaging are 

given by the American Packaging Corp. 
(Page 44) 


*®Note: inquiries for items listed 
not serviced beyond Sept. 1, 1961. 


608/Circle on Readers’ Service Card 

Able-Stik Brochure 

. . » 20 designs in “Custom Design” labels 

are shown by Allen Hollander Co. 
(Page 44) 


609/Circle on Readers’ Service Card 
Film on Aluminum 

. . @ new package is described by Ekco- 
Alcoa. (Page 45) 


ee 


BUSINESS REPLY CARD 


First Class Permit No. 95 Chicago, Ill. 


Readers’ Service Dept. 
Advertising & Sales Promotion 
200 East Illinois St., 

Chicago 11, fil. 


Use these return cards 
for your copy of publications 
mentioned on this page 





a0 


616/Circle on Readers’ Service Card 


Exploded Views 


. «+ ate explained and shown in a booklet 
prepared and distributed by the Mischka 
(Page 108) 


Co, Inc. 


617/Circle on Readers’ Service Card 


Custom Awards Catalog 


. « « Beaux Arts Studio releases a catalog 
testimonials and 
(Page 122) 


showing 
awards. 


its line of 


@18/Circle on Readers’ Service Card 


Western Incentive Ideas 


items for a Western-styled incentive pro- 


(Page 122) 


gram. 


BUSINESS REPLY CARD 
First Class Permit No. 95 


Readers’ Service Dept. 
Advertising & Sales Promotion 
200 East Illinois St., 


Chicago 11, Ill. 


626 627 628 629 
632 633 634 635 636 


li you do not have a personal Ad- 
vertising & Sales Promotion subscrip- 
tion and would like to receive the 
next twelve monthly issues (US., 
Canada and Pan-America, $3; 
others $5) please check below: 


(0 Payment enclosed [) Send bill 


Advertising & Sales Promotion 


READERS’ SERVICE 


619 to 626/Circle the appropriate num- 
bers for information on these items, which 
are described in more detail in the report 
on page 122. 


619/Econ-O-Holder (Page 122) 
620/Swiss Pocket Knives (Page 122) 
621/Sports Yellers (Page 122) 
622/Desk Pads (Page 122) 
623/Cap and Eye Shade (Page 122) 
624/Aluminum Ashtray (Page 122) 
625 /Folding Ruler (Page 122) 


62G6/Pen-Pencil Catalog (Page 122) 


Chicago, Ill. 


*Please print or type information below 


COMPANY 
PRODUCTS SOLD 
ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Sept. 1, 196). 


627/Circle on Readers’ Service Card 
Ko-Rec-Type Matchbooks 

. . + samples of eraserless correction sheets 
for typing mistakes are offered by Cub 
Products Corp. (Page 122) 


628/Circle on Readers’ Service Card 
Slides on Contests 

. » Marden-Kane Inc. releases a slide 
presentation on contests. (Page 123) 


629/Circle on Readers’ Service Card 

Rear Projection 

. . . cabinets are described and details on 

how to build them are shown by Kodak. 
(Page 36) 


630/Circle on Readers’ Service Card 
Instructional Aids 

. . « Freedman Engineering releases a 
company folder. (Page 36) 


631/Circle on Readers’ Service Card 
8mm Magnetic Sound 

+ @ report by the George W. Colburn 
Laboratory offers production tips. (Page 36) 


632/Circle on Readers’ Service Card 
Sales Aid 

. » » Pitch Pak can help you increase sales, 
says Close and Patenaude. (Page 41) 


633/Circle on Readers’ Service Card 
Overhead Projectors 

- and their materials are listed in a 
catalog from Projection Optics. (Page 41) 


634/Circle on Readers’ Service Card 
Mailing List Directory 

. .. W. S. Ponton releases its 1961 list di- 
rectory. (Page 98) 


635 /Circle on Readers’ Service Card 

First Day Covers 

. - « Ritz Cover Service describes a mailing 
service with First Day covers from the 
United Nations. age 98) 


636/Circle on Readers’ Service Card 

Congratulation Card 

+ +» » @ goodwill mailer for publicity follow- 

ups is described by Oscar Sheldrup Co. 
(Page $8) 


—__ 


Use these return cards 
for your copy of publications 
mentioned on this page 





interested 





You will find “Paper and Web Offset Printing,” an absorbing 
study of the pros and cons of this fast-growing, controversial 
printing process. Why the big upsurge in web offset in the last 
decade? What are its advantages? Its problems? What are 
paper mills doing to control paper quality? What will prove 
the “‘ultimate” web offset paper? 

Answers to these questions and many others are given in 
Oxford’s new, illustrated, 40-page manual, “Paper and Web 
Offset Printing.” Your complimentary copy is ready and waiting. 


Call your Oxford merchant today, or write to our Advertising 
Department, at 230 Park Avenue, New York 17, New York. 


OXFORD PAPER COMPANY 
OXFORD 


paper specialists to the graphic arts industry “i 


find your 
nearby 
Oxford 


merchant 


Cleveland Paper Co 
Albany, N. Y W. H. Smith Paper Corp 
Asheville, N. C Henley Paper Co 
Atlanta, Ga Howard Paper Co. 
Vulcan Paper Corp. 
Baltimore, Md. 
Baltimore-Warner Paper Co., Inc. 
The Mudge Paper Co. 
Bethlehem, Pa. 
Wilcox-Walter-Furlong Paper Co. 
Birmingham, Ala.. .Strickland Paper Co., Inc. 
Boston, Mass Andrews Paper Co. 
John Carter & Co., Inc. 
Tileston & Hollingsworth Co. 
Charlotte, N. C Henley Paper Co. 
Snyder Paper Corp 
Chicago, Il Bradner Smith & Co. 
Hobart Paper Co. 
Marquette Paper Corp. 
Midland Paper Co 
Reliable Paper Co. 
Cincinnati, 0 Johnston Paper Co. 
Whitaker Paper Co 
Cleveland, 0. Central Ohio Paper Co. 
Cleveland Paper Co 
Concord, N. H John Carter & Co., Inc. 
Dayton, 0 Central Ohio Paper Co. 
Whitaker Paper Co. 
Detroit, Mich Central Ohio Paper Co. 
East Orange, N. J Bulkley Dunton & Co. 
Garfield, N. J. Royal Paper of New Jersey, Inc. 
Gastonia, N. C............Henley Paper Co. 
Harrisburg, Pa 
Wilcox-Walter-Furlong Paper Co. 
Hartford, Conn John Carter & Co., Inc. 
Green & Low Paper Co., Inc. 
Tileston & Hollingsworth Co. 
Hickory, N. C . Snyder Paper Corp. 
High Point, N. C Henley Paper Co 
Snyder Paper Corp. 
Indianapolis, Ind..MacCollum Paper Co., Inc. 
Kalamazoo, Mich..Bermingham & Prosser Co 
Kansas City, Mo..........Graham Paper Co. 
Milwaukee, Wisc. 
Allman-Christiansen Paper Co 
Reliable Paper Co 
Sensenbrenner Paper Co. 
Minneapolis, Minn. 
Wilcox-Mosher-Leffholm Co. 
Montgomery, Ala. ...W. H. Atkinson 
Nashville, Tenn .Graham Paper Co 
Newark, N.J.........J. B. Card & Paper Co 
New Haven, Conn 
Tileston & Hollingsworth Co. 
New York, N.-Y Baldwin Paper Co. 
Bulkley Dunton & Co 
Capital Paper Co., Inc 
Crestwood Paper Co., Inc 
Green & Low Paper Co., Inc. 
Milton Paper Co 
Royal Paper Corp 
Whitaker Paper Co 
Philadelphia, Pa Atlantic Paper Co 
Wilcox-Walter-Furlong Paper Co 
Pittsburgh, Pa. 
General Paper Corp. of Pittsburgh 
Partionl, Gib. oi s3x vevine C. H. Robinson Co 
Providence, R. |.....John Carter & Co., Inc. 
Tileston & Hollingsworth Co 
Richmond, Ind..........Whitaker Paper Co 
Richmond, Va.....Richmond Paper Co., Inc 
Rochester, N. Y 
Genesee Valley Paper Co., Inc 
San Francisco, Cal... .Wilson-Rich Paper Co 
Springfield, Mass. 
Tileston & Hollingsworth Co 
St. Louis, Mo Graham Paper Co 
Syracuse, N. Y..Genesee Valley Paper Co., Inc 
Central Ohio Paper Co 
Bulkley Dunton & Co. 
Wilcox-Walter-Furlong Paper Co 
Wichita, Kan Graham Paper Co. 
Williamsport, Pa Bulkley Dunton & Co 
Worcester, Mass. 
Tileston & Hollingsworth Co 
Youngstown, 0 Cleveland Paper Co 





not possible in 
paper prints... 


only obtainable in... 


FULL COLOR 


Only ULLMAN builds a light-refracting surface 
into each TRANSPARENCY ....reproduces any 
kind of picture copy on clear plastic, printing on 
both sides in perfect register. You get sensational 
color build-up in front of the light....a LUMI- 
NOSITY which is unequalled.... because no 
printing screen breaks up the continuous tone pic- 

Siti acai ture. If the Shadow Box light should go out, your 


amidated Gilat advertisement remains magnificently colorful. 
k : aide ; 
— a No wrinkling, no warping, no matter what the atmos- 
— pheric condition. No fading in front of a light source. 
Any size up to 37” x 49". 


LET US SHOW YOU 

HOW TO Light Up 

Your Promotion Program MC i 

Write for descriptive literature and A Gieteten F389 Sie ey oe 
samples of Ullman Transparencies. Established 1888 


FOR LOCAL INFORMATION Atlanta, Ga. — Trinity 4-1672 Minneapolis, Minn. — Federal 9-7881 
c e ° - ~*.¥. - 
CALL THESE WUMBERS: Enicase' Mt. vcrccotonad TBiai 8” pasauene, Can semunth 7.3700 
* gry Y. — Butler 8-2550 
FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES — , Tex, — Flee — Son fronctoce. Cat . 
SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC Suen, Pin santana oeee Gv content cur Heme Ottiee, 
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